Advertising Age | 


Entered as second-class matter Jan. 6, 1932, at the post office Coicago, Ill., under the act of March 3, 1879. Copyright, 1954, by Advertising Publications, Inc. 


December 27, 1954 
Volume 25 » Number 52 
15 Cents a Copy « $3 a Year 


CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 

NEW YORK 17 

480 Lexington Ave e PL 5-0404 


‘THE NATIONAL NEWSPAPER OF MARKETING — 


Gleason Switch 
to Film Deals 
Live TV a Blow 


New York, Dec. 23—Live tele- 
vision suffered a big setback this 
week when Jackie Gleason, one of 
its most successful practitioners, 
decided to switch to film. 

The bait was money, combined 
with the shiny lure of more leisure 
time. With this combination, 
Buick, through Kudner Agency, 
snatched Jackie Gleason right out 
from under three happy sponsors 
—Schick, Nescafe and Sheaffer. 

As of next fall the versatile com- 
edian will star in a 30-minute 
weekly “Honeymooners” show for 
Buick. The program will probably 
be aired Saturdays on CBS, taking 
over half of the current Gleason 
period. 

There have been reports that 
Mr. Gleason’s company will pro- 
duce a half-hour live vaudeville 
stanza, with the June Taylor 
dancers and guest acts, to fill the 
other 30 minutes of the Gleason 
hour. Presumably—if they are in- 
terested after having been by- 
passed for a new sponsor—Jackie’s 
current advertisers can be first in 
line for this one. 


= Gleason’s two-year contract 
with Buick, which is dropping 
NBC’s Milton Berle after two years 
for this new tv buy, calls for an 
expenditure of more than $6,000,- 
000. The auto manufacturer will 
pay $65,000 per program for the 
first year, in addition to $32,500 
for 13 weeks of re-runs. The price 
goes up to $70,000 a show for the 
second year. 

With this maneuver, Kudner 
pulls the tv rug out from under 


(Continued on Page 8) 


The Great ARF Mishandling Case 


It is doubtful if any activity in advertising has ever been as badly 
mishandled, from the standpoint of release and publicity, as the Ad- 
vertising Research Foundation’s report on “Recommended Standards 
for Radio and Television Program Audience Size Measurements.” 
The ARF brought a whale of a lot of highly regarded research talent 
to bear on the report; it is unfortunate that their labors should be 
so badly mishandled from the publicity standpoint that the point of 
the report tends to become lost in a welter of “leaks,” badly handled 
release dates, and nonsensical restrictions on the ability of the press 
to report the fiiudings. 

Available for publication was a “copyrighted release,” granting 
permission “until Jan. 15, 1955, to quote from the following release 
in any manner which does not distort the meaning thereof, provided 
proper copyright notice accompanies such quotation.” 

This is an extraordinary amount of legal mumbo-jumbo, but we 
are willing to tolerate legal mumbo-jumbo if there is some point to 
it. In this case, the evidence indicates a careful attempt to prevent 
the press from treating the report in the normal manner: that is, to 
read it and present 2s fair, complete and factual a digest of its con- 
tents as possible For example, the “copyrighted release” contained 
four and a half typewritten pages; yet it makes no clear-cut mention 
of what is clearly and obviously the most important single item of 
information in the report—a special fold-out table showing how 
each of the existing radio-tv rating techniques measures up to the 
suggested standards proposed by the committee. And the fact that 32 
pages in this 70-page report are devoted to the comments of research 
practitioners, most of them highly critical of the findings of the com- 
mittee, is dismissed in a single sentence. 

A “release” on a book which seems almost to ignore the most im- 
portant single item in that book, and which dismisses approximately 
half the book which is highly critical and controversial with a single 
sentence, can certainly not be called a workmanlike job—unless it 
was specifically designed to discourage discussion of these aspects 
of the report. 

It is true that the ARF magnanimously accompanied its release 
with a copy of the report itself and a covering letter which said that 
material in the report might be reproduced, but only under condi- 
tions which, however well meant they may have been, amounted to 
a reservation by the ARF to censor any such story. And this is a 
completely intolerable reservation, particularly to be deplored in the 
case of a non-profit organization supposedly working whole-heartedly 
for the good of the whole advertising business. 

We can only hope that other activities of the ARF meet a higher 
standard than its press handling of this particular project—which can 
only be described as inept, inadequate and annoying. 


‘Research by Proclamation?’ ... 


ARF Finally Lays Its 
Rating Report on Line 


GE Combines Electric 
Clock Lines into 
One Unit, One Line 


New York, Dec. 22—General 
Electric, which is merging its clock 
department and its Telechron de- 
partment, has named N. W. Ayer & 
Son to handle the combined opera- 
tion. Previously, Ayer had Tele- 
chron while Young & Rubicam was 
the agency for the GE clock de- 
partment. 

The combined line of electric 
clocks, which will be called Gen- 
eral Electric Telechron, is expected 
to get a larger advertising and 
sales promotion budget than the 
total spent previously on the sep- 
arate lines. AA estimates that in 
1954 more than $1,000,000 was 
spent promoting Telechron, while 
approximately $600,000 was put 
behind GE clocks. 

Where Telechron was_ using 
magazine and Dave Garroway’s 
“Today” on NBC and GE clocks 
ran in magazines and_ business 
publications, the combined line 
will change over to newspapers, 
at least through the first quarter 
of 1955. 


a The present schedule calls for 
three 850-line insertions in 86 
newspapers in 79 cities. Included 
are independently edited Sunday 
supplements and Metro Group 
supplements. Garroway’s “Today” 
is again scheduled, carrying GE 
Telechron messages four times 
weekly for four weeks starting 
(Continued on Page 8) 


Postmaster Summerfield Will Scrap 
Third-Class Bulk Mail Deliveries 


WASHINGTON, Dec. 
mounting public 
pressure, Postmaster General Ar- 


thur Summerfield is preparing to fore the first of the year. | 


scrap the department’s simplified 
address system, authorizing de- 
livery of unaddressed bulk third- 
class mail on city routes. 

The department says only that 


Roche, Williams 
Gets Quick Chill 


as Deepfreeze Moves 
Detroit, Dec. 22—Motor Prod-| 


ucts Corp., currently engaged in|" Members of Congress received 


negotiations for its purchase by | 
General Tire & Rubber Co., has 
moved the account of its Deep- 
freeze appliance division from 
Roche, Williams & Cleary, Chica- 
go, to Brooke, Smith, French & 
Dorrance, Detroit. 

The Chicago agency was notified 
Dec. 1 that the switch would be 
effective Jan. 1. Last month Deep- 
freeze announced details of a $2,- 


23—Under | 


Last Minute News Flashes 


| Toigo Succeeds Newell as L&N President 


New York, Dec. 24—Adolph J. Toigo, formerly exec. v.p., has been 
named president of Lennen & Newell. He succeeds H. W. Newell, who 


died last Sunday (See obituary, Page 28). Mr. Toigo named Thomas 


the matter is being reviewed. But C. Butcher, formerly senior v.p., as exec. v.p. of the agency. 
and political | AA learned today that Mr. Sum- 


cn pte a MB gh be. National Brewing Names W. B. Doner & Co. 


BALTIMORE, Dec. 24—National Brewing Co. has appointed W. B. 


55% of Report Gives 
‘Standards’; 45% Is 
‘Audience’ Reaction 


New York, Dec. 24—The Ad- 
vertising Research Foundation 
this week finally released its long- 
awaited report on radio and tv 
rating methods. 

The ARF sent out a four-page 
release on the report, “Recom- 
mended Standards for Radio and 
Television Program Audience Size 
Measurement.” It warned that 
nothing else from the copyrighted 
report could be reproduced with- 
out written permission of the ARF. 

Most of the agency, adver- 
tiser and broadcast researchers 
AA called for comment had not 
seen the report or had not had 
time to study it. However, there is 
no indication that the study has 
created any excitement except 
among the _ broadcast pollsters, 
several of whom are sharply crit- 
ical of the work. 

Compiled by a _ subcommittee 
headed by G. Maxwell Ule, Ken- 
yon & Eckhardt, the report sets up 
22 proposed standards for rating 
services and “states the potential 
of each of the current program 
audience size measurement meth- 
ods when practiced to their fullest 
practical potential.” 


s The standards, which the com- 
mittee recommends that all buyers 
and sellers of ratings aspire to, 
are: 

1. “Exposure to a_ broadcast 
should be measured in terms of 
set tuning.” (The committee 
agreed on this after failing to 
agree on a compromise definition 
of an “attended set.”) 

2. “The unit of measurement 
should be the household.” (The re- 
port explains that measurements 
based on receivers are not con- 
sidered as useful as those based on 
households. ) 

3. “All sets owned by the house- 
hold should be measured.” (This 
includes out-of-home tuning for 


Austatent Peshennster General | Doner & Co. to handle all advertising for National products and ed Ora associated with the house- 
Norman Abrams, who is in charge | Altes Brewing Co., a Detroit subsidiary, effective Feb. 1. Kenyon & 


of operations, would say only that 


Eckhardt, New York, resigned the account last fall (AA, Nov. 1). 


the service is sill in effect, and! Roman Meal Moves to Roy S. Durstine 


that mailers will get at least 60, 
‘days’ notice before it is discontin-' 
ued. 


NEw York, Dec. 24—The Roman Meal Co., Tacoma, Wash., has ap- 
pointed Roy S. Durstine Inc. as its advertising agency. The account 


Institut 18 th will be serviced from the agency’s San Francisco, Los Angeles and 
PP crt ine to “aaa aaa «| New York offices. Guild, Bascom & Bonfigli has been the agency. 


means of cutting Post Office sort- | 
ing costs, the simplified service 
has been under heavy attack. 


protests from owners of mailing 
lists and from organized postal 
workers, who contend the load of 
“junk mail” converts them to 
“pack animals.” 

In recent weeks there has been 
a sustained barrage of hostile 
newspaper editorials and articles 
which stimulated a flow of critical 
letters from irate citizens. About 
1,000 such letters have reached Mr. 


(Continued on Page 45) 


(Continued on Page 4) 


Austin Motor Switches from Ogilvy to Hoyt 

New York, Dec. 24—Austin Motor Co. Ltd. (England) has ap- 
pointed Charles W. Hoyt Co. to handle its U.S. advertising, effective 
Jan. 1. Ogilvy, Benson & Mather formerly had the account. 


Cigar Institute Maps Drive in Sports Sections 

New York, Dec. 24—Cigar Institute will launch a new campaign 
early next year in Sunday sports sections of leading newspapers in 98 P& minute.) 
markets. The ad budget will be increased, and heavier point of sale 
promotion will also be used. Benton & Bowles is the agency. 


Sandoz Chemical Appoints Anderson & Cairns 


New York, Dec. 24—Sandoz Chemical Works, manufacturer of dye- the report that it prefers number 
stuffs, has appointed Anderson & Cairns to handle its advertising, ef- °f households tuned, rather than 
fective Jan. 1. The company’s advertising formerly was handled direct. Percentages of households.) 

(Additional News Flashes on Page 45) 


hold, being measured in cars, in 
the park, etc. But it excludes lis- 
\tening in bars, restaurants and 
places of employment.) 

4. “The entire reception area 
should be measured.” (For local 
measurements, fringe coverage 
may sometimes be left out.) 

5. “The measurement should be 
representative of all households.” 

6. “The measurement should re- 
port the average instantaneous 
audience.” (That is, the average 
audience over the length of the 
program—or what is now often 
thought of as the average audience 


\@ 7. “The measurement should 
express the number of households 
_reached.” (The committee says in 


| (Continued on Page 41) 
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Up in Harry's Room... 


Clothing Maker Gets Marketing Tips 
in Brain-Picking Meet with Salesmen 


Kansas City, Mo., Dec. 21— 
Two-way communications may be 
expensive, but they pay off, in the 
opinion of H. D. Lee Co., which 
last week leased Harry Truman’s 
old bedroom. 

The bedroom—part of the Presi- 
dential suite of the Muehlebach 


Advertised in 59> 
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BOSS WRANGLER—Lee salesmen 

voted this counter card the most 

effective of those the company 

used in 1954, reported that the 

best way to post displays is to 
have salesmen do it. 


Hotel formerly occupied by Mr. 
Truman on his Kansas City visits 
—was included in the plush treat- 
ment given by Lee to its ten top 
salesmen of work clothing. 

These ten men, the company’s 
Salesman’s Advisory Board, are 
the key figures in Lee’s method of 
annually appraising its entire ad- 
vertising, merchandising and sell- 
| ing programs. According to C. A. 
|Reynolds, chairman of the Lee 
|board of directors and originator 
of the salesmen panel in 1937, the 
yearly meeting of the “top ten” 
| also is a good way to learn what 
}is on dealers’ minds and what im- 
pression Lee competitors are mak- 
ing on these dealers. 


# The advisory board met in four 
|full-day sessions last week, but 
‘the meeting actually began taking 
shape on Jan. 1. On that date the 
company’s 155 salesmen began 
racking up points to decide which 
of them would take part in the 
1954 meeting—and incidentally be 
included in the wining and dining 
that accompanied the four days of 
work. 

By the end of October each 
salesman had been given ten 
monthly ratings on a sheet includ- 
ing 20 categories. Half the col- 
umns summed up his performance 
in selling every part of the Lee 
line; the other ten rated his pro- 
motional and merchandising acti- 
vities, his method of working his 
territory and handling of reports, 
route sheets, etc. 

According to Mr. Reynolds, the 
rating system is designed to make 

(Continued on Page 20) 


Groceries Now Are 
Prime Beer Source 
for Home Drinkers 


New York, Dec. 22—Supermar- 
kets and grocery stores have be- 
come the leading retail outlets for 
beer for home consumption. 

This fact is stressed in a na- 
tional survey released last week 
by the U. S. Brewers Foundation. 
Supermarkets and grocery stores 
make 51% of all package sales for 
home consumption, a 25% increase 
since 1949, the report says. 

Liquor stores rank second, with 
22% of sales of canned and bottled 
beer. Taverns sell 21%. 

Beer or ale drinkers are mem- 
bers of almost seven in every ten 
families, the survey shows, and 
nearly two-thirds of U. S. families 
buy brewed beverages for home 
use. 
Nearly 90% of the persons sur- 
veyed said they enjoy beer for 
occasional afternoon or evening 
refreshment. Another 62% voted 
for beer as the beverage to be 
served when entertaining. 

The survey also found that more 
than half of the adult population 
of the U. S. consumes beer and 
ale, and that two-thirds of all men 
(65%) and 41% of all women en- 
joy the foamy beverages. 


= The husband, or male head of 
:the house, generally has the last 
word in selecting the brand of 
‘beer bought for home use. Usually 
he is also the one who actually 
buys the beer, the survey shows. 

The study shatters a long-stand- 
ing conception that beer is the 
beverage of any one particular in- 
come class. A breakdown by in- 
come levels shows practically no 
difference in beer drinking habits 
between top and bottom income 
groups. 

Supermarkets and groceries are 
at their most popular, as the 


places for family buying of pack- 
aged beer, in the Pacific and 
mountain states, where 81% of the 
product is bought in food stores. 
In the South the figure is 59%; in 
the East, 43%; and in the central 
states, 41%. 


Union Bank Boosts Wirsing 

Edwin F. Wirsing, formerly as- 
sistant ad director of Union Bank 
& Trust Co., Los Angeles, has 
been named advertising director. 
He succeeds Rod Maclean, who has 
been promoted to handle customer 
relations and business develop- 
ment duties. 


Walter Heads Mutual Group 

John M. Walter, station manager 
of WJPG, Green Bay, Wis., has 
been elected chairman of the 1954- 
55 Mutual Affiliates Advisory 
Committee. 


ri te iti 
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SHINY AD—This ad, placed in four trade publications in January by 
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Clinton E. Frank Inc., Chicago, does more than tell readers about 
the versatility of aluminum—it demonstrates it. 


Conover-Mast Pulls 
‘Purchasing’ Out 


of Audit Bureau 


New York, Dec. 22—Purchasing, 
a Conover-Mast publication, is re- 
signing from the Audit Bureau of 
Circulations, effective Dec. 31, 
after 14 years as a member. 

Reasen for the resignation is 
dissatisfaction with ABC’s require- 
ment that its member business 
publications obtain the great ma- 
jority of their circulation through 
“a single circulation method.” 

Harvey Conover, Conover-Mast 
president, in a letter to James P. 
Shryock, president and general 
manager of ABC, pointed out that 
the magazine makes its departure 
with its paid circulation at an all- 
time high, and with its ratio of 
paid to total circulation “well 
within the 70% limitation fixed by 
your regulations.” Mr. Conover 
also disclaimed any criticism of 
ABC services or methods. 


= “But we do take issue,” he de- 
clared, “with your policy of 
limiting your business magazine 
auditing services to publications 
maintaining all but 30% of their 
circulation through a single circu- 
lation method. We believe that the 
ABC can be justly criticized for 
persisting in maintaining this poli- 
cy in the face of repeated requests 
on the part of an overwhelming 
majority of your business publica- 
tion advertisers and agencies that 
you modernize it. : 
“Your adherence to this single- 
line policy... ,” Mr. Conover con- 
tinued, “has unwittingly served to 
help maintain the fiction that 
there is a difference in the inter- 
ests and objectives of business 
magazines depending upon wheth- 
er an arbitrary percentage of their 
circulation is paid or controlled. 
It has thus aided a few publishers 
in their efforts to keep the business 
press split into two non-cooperat- 


Wheeler 


Haberman 


Myers Brown 


COAST CONGRATULATIONS—Franklin C. Wheeler, Brisacher, Wheeler 
& Staff, San Francisco, retiring chairman of the Northern California 
chapter, American Assn. of Advertising Agencies, gives a hearty 
handshake to his successor, William Haberman, L. C. Cole Co., San 
Francisco. With them are James Brown, Hoefer, Dietrich & Brown, 
also of the Golden Gate city, newly elected vice-chairman, and 
Lloyd Myers, Holst, Cumming & Myers, Honolulu and San Francisco, 
reelected secretary-treasurer of the organization. 


ing groups. 

“Fortunately for business mag- 
azine advertisers, the Business 
Publication Audit of Circulation 
has recently enlarged the scope of 
its auditing services to include ail 
business magazines regardless of 
the percentages or ratios of paid to 
unpaid circulation.” 


= The BPA service has proved its 
competency, Mr. Conover said, 
and Purchasing has found mem- 
bership in two auditing organiza- 
tions wholly unsatisfactory. 

“We found ourselves issuing 
publisher’s circulation _ state- 
ments,” he complained, “backed 
up by audited reports containing 
two different sets of paid circula- 
tion figures. This is due to the 
fact that the ABC report encom- 
passes all paid circulation, where 
the BPA permits the publisher to 
report as paid circulation only that 
proportion falling within the 
field served by the publication... .” 


Insurance Sales, 
Sparked by Ads, 
Hit November Peak 


HARTFORD, CONN., Dec. 21—The 
life insurance business is boom- 
ing. 

Spurred by a flock of new ad 
campaigns (AA, Dec. 13), pur- 
chases of life insurance policies 
broke all existing records in No- 
vember. 

The Life Insurance Agency 
Management Assn. reported today 
that November sales hit $10.2 bil- 
lion. Of this total, $6.7 billion rep- 
resented purchases by private 
companies under the new federal 
employe insurance program. 

However, even excluding these 
purchases under the government 
plan, life insurance sales topped 
those of the previous November 
by 16%. It was, in fact, the larg- 
est November volume on record 
and was exceeded in only one 
previous month in the history of 
the business. 

For the first 11 months of the 
year, life insurance purchases to- 
taled $40.8 billion, 26% more than 
in the like period of 1953. 


Chicago Classified Is Tops 


The new Chicago classified tel- 
ephone directory (Red Book), now 
being delivered throughout the 
city, continues its position as the 
nation’s largest. Initial distribution 
will be completed before New 
Year’s Day, according to Reuben 
H. Donnelley Corp., publisher. The 
new volume contains 2,244 pages-— 
60 pages larger than the last book, 
which also was largest in the U. S. 
New York’s current Manhattan 
classified contains 1,976 pages. 


Mrs. Rayborn to Lessing 

Mrs. Peggy Rayborn, formerly 
with KIOA, Des Moines, and J. 
Walter Thompson Co., has joined 
the radio and television depart- 
ment of Lessing Advertising Co., 
Des Moines. 


Reynolds Metals 
Builds Product 
Into Trade Ads 


LOUISVILLE, Dec. 21—Reynolds 
Metais Co. has found that giving 
a potential customer a _ product 
sample he can pinch, bite or fondle 
constitutes strong sales medicine. 

And with the advent of 1955, 
Reynolds has a new entry in the 
pinch, bite and fondle department. 

Through Clinton E. Frank Inc., 
Chicago, the company in 1955 will 
embark on a massive trade adver- 
tising program to cash in on the 
acceptance it has created among 
consumers, chiefly with its Rey- 
noids Wrap, and more recently 
with Do-It-Yourself Aluminum. 

The cardinal feature of the pro- 
gram, which will embrace sched- 
ules in 37 or more business publi- 
cations, will be the use of 
aluminum foil on which to repro- 
duce the ads themselves. 


a The company will, for example, 
use four-page inserts in January 
issues of Air Conditioning & Re- 
frigeration News, Appliance Manu- 
facturer, Finish and Refrigerating 
Engineering. Half of the copy ap- 
pears on a sheet of aluminum foil, 
which is bonded to a paper sheet 
that forms the other side. The foil 
is .0035” thick, just half the thick- 
ness of Reynolds Wrap, and the 
laminated insert remains below 
the 70 lb. maximum figure for 
normal publication stock. 

The problems of depositing inks 
on the foil have kept the agency’s 
production men up nights, but 
appear to have been licked. A test 
page ran in Electrical World for 
December. Copy for the 1955 trade 
ads has been fitted to postal speci- 
fications for second class matter. 

The metallic ads will be used in 
the bulk of Reynolds’ trade adver- 
tising, carrying through the versa- 
tility theme the company has used 
since 1945. Processes used in print- 
ing the ads can be applied in let- 
terpress from a roll or in sheet-fed 
gravure reproduction and, more 
recently, in offset. 


s The breadth of the company’s - 
ad appeal to packagers and other 
commercial users of aluminum is 
shown in the range of publications 
which will be used in the 1955 
campaign. The publications, in 
addition to the five already men- 
tioned, include: 

American Builder, . American 
Lumberman, American Machinist, 
American Metal Market, American 
Paint Journal, American Roofer, 
Automotive Industries, Aviation 
Week, Bus Transportation, Chemi- 
cal Engineering, Chemical & Engi- 
neering News, Chemical Week, 
Design News, Electrical Engineer- 
ing, Electrical Merchandising, 
Factory Management, Fleet Owner, 
Hardware Age, Heating, Piping & 
Air Conditioning, Industrial Fin- 
ishing, Iron Age, Light Metal Age, 
Machine Design, Materials & 
Methods, Metal Progress, Modern 
Metals, Oil & Gas Journal, Petro- 
leum Processing, Product Engi- 
neering, Public Power, Purchasing, 
Purchasing News, Railway Age, 
Screw Machine Engineering, Steel 
and Trailer Dealer. 


Begins Public Opinion Study 
Harvard Law School, Cam- 
bridge, Mass., is conducting a 
study of public opinion and per- 
suasion in modern law practice. 
Charles P. Schwartz Jr., who has 
practiced law in New York and 
Chicago and has held a teaching 
fellowship in the law school, is 
conducting the study under the di- 
rection of Associate Dean David F. 
Cavers. Grants to help defray costs 
of the project have been made by 
the Standard Oil Co. (New Jersey) 
and the Stanton Trust. 
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Norge’s Sayre Sees 
Sales Rise in ‘55 


. for Washers, Dryers 


CHiIcaco, Dec. 22—Judson S. 


' Sayre, president of Norge divi- 
*|sion of Borg-Warner Corp., pre- 


dicted today that 1,000,000 auto- 
matic clothes dryers and 2,725,000 


_\automatic washers will be sold in 


1955. 

“This sales mark,’ Mr. Sayre 
said, “for gas and electric dryers, 
along with record sales for auto- 
matic washers and built-in ranges, 
will boost 1955 major appliance 
sales by almost 1,000,000 units 
over 1954.” 

Built-in ranges, he estimated, 
will contribute a substantial sales 


-\volume in 1955. Almost 1,000,000 
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GALA RICE PLATTER—This color ad is 

an example of the new Underwood 

approach. Batten, Barton, Dur- 
stine & Osborn is the agency. 


Deviled Ham 
Canner Seeks 


Entre as Entree 


WATERTOWN, Mass., Dec. 22— 
William Underwood Co., oldest 
meat canner in the country, has 
brought out a family-size can of 
deviled ham and has revamped its 
entire advertising approach in a) 
bid for new business. 

Gone are the cartoon-style ads 
which Underwood has featured for 
many years. Gone also is the sand- 
wich theme which Underwood has 
consistently used to promote its 
deviled ham. 

In their places are color ads, 
larger spaces and a promotion em- 
phasizing a variety of uses for 
deviled ham. 

The new approach has been 
tested by Batten, Barton, Durstine 
& Osborn during the last few 
months of this year and will be 
used exclusively in Underwood’s 
1955 campaign. 

The first step in Underwood’s 
break with the past was the addi- 
tion of a family-size can, holding 
4% ounces and selling for 35¢. This 
was introduced after Underwood 
contacted food editors for sugges- 
tions and after special kitchen 
tests. The long-familiar 2% ounce 
can will continue to be marketed. 


= With the larger-size can came 
the neW ad approach. Underwood 
already has a dominant position in 
the deviled ham market. What it 
wants to do is expand the market. 
Previously, Underwood ads fea- 
tured the use of deviled ham in 
sandwiches or on toast and crack- 
ers—mainly as snack items. The 
ads are now featuring the use of 
ham in main dishes—with eggs, 
rice and macaroni, for example. 
The new ads carry the theme, 
“Glorify Plain Foods,” and they 
use color pictures of the main 
dishes. A free recipe booklet is 
also being offered in the ads. 
Next year Underwood will run 
a regular schedule of half-pages 


(Continued on Page 17) 


conventional washers will be sold, 
and water heater sales will in- 
crease materially, according to 
Mr. Sayre. 

Mr. Sayre bases his predictions 
on three more predictions. First, 
he expects the industry to “return 
to fundamentals in 1955, merchan- 


; | dising based on how we can help 


our dealers sell.” He attributes the 
decline of 1954 sales, which were 
below 1953, to the industry’s 
“shuffling, backing and filling.” 

“The industry was too sensitive 
to fads and price-selling tech- 
niques,” he continued, “and lost 
sight of basic selling principles. 
Nobody will get away with dump- 
ing merchandise on dealers and 
letting it go at that.” 

Another prediction Mr. Sayre 
bases his sales estimates on is the 
build-it-yourself trend. “Built-in 
ranges,” he said, “will come in for 
much of the business generated by 
the building of 1,300,000 new 
homes in 1955.” Mr. Sayre also 
pointed to the’ new design and 
improvement in appliances as a 
major selling device in 1955. 


$9.95 Shaver Is 
Expected to Crack 
Brand New Markets 


NEw York, Dec. 22—An electric 
shaver retailing at $9.95 is now 
being distributed to retail stores 
by Ru Rita Inc. About 3,500 stores 
are expected to be selling the 
shaver in six to ten weeks. 

Milton Heimlich, director of 
the new products division of Ru 
Rita, said the Swiss-made shaver 
will be marketed under the name 
of Top shaver. Mr. Heimlich said 
that as treasurer of the Necchi 
Sewing Machine Sales Corp., he 
was largely responsible for intro- 
ducing Necchi machines into the 
U. S. seven years ago. 

Mr. Heimlich said advertising 
for Top will be entirely co-op, 
adding that the shaver will be sold 
by Abraham & Straus, R. H. Macy, 
Hecht Bros., Jordan Marsh Co. 
and other retailers. Point of sale 
material will be used in addition 
to newspapers and business pub- 
lications. 

He said that the price of the 
new shaver “will make electric 
shavers available to a whole new 
segment of the male population 
which never before could afford a 
shaver.” 


# Meanwhile, Remington Rand 
has started a drive aimed at elim- 
inating price-cutting among deal- 
ers and distributors of its electric 
shavers. A. C. Barioni, sales man- 
ager of the company’s electric 
shaver division, has advised deal- 
ers that the company is “reviewing 
all accounts preparatory to the 
elimination of recalcitrant dis- 
tributors and dealers.” “Prompt 
and firm action,” he said, will be 
taken against price-cutters. 
Schick Inc. has obtained a tem- 
porary injunction forbidding the 
Macim Radio Sales & Service Co. 
and Gilhock Appliances Inc., both 
of New York, from cutting retail 
prices on its electric shavers. 
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PLANNERS—Chicago Industrial Advertisers Assn. members and offi- 
cers discuss plans for the new color film. Committee members are 
Quinten Kenny, advertising manager, Lindberg Engineering Co.; 
Richard Christian, research director, Marsteller, Gebhardt & Reed; 
Ray M. Wall, advertising manager, Shakeproof division, Illinois 
Tool Works; Howard Carlson, Signode Steel Strapping Co.; Hershell 
Goodman, Waldie & Briggs; Robert Aitchison, v.p., Fensholt Adver- 
tising Agency; C. R. Isely, president, Pilot Productions. 


Chicago Industrial Advertisers Make Film 
Titled, ‘Don’t Get Caught Without Your Plans’ 


CHIcaGo, Dec. 22—The Chicago 
Industrial Advertisers Assn. hopes 
to show its new film, “Don’t Get 
Caught Without Your Plans,” at 
the 1955 national convention of 
the NIAA. The film, which will 
be 16mm, color and sound, will 
dramatize the necessity for correct 
planning and accurate fact-gather- 
ing, “to create an effective adver- 
tising program,” Robert Aitchison, 
v.p., Fensholt Advertising Agency, 
told AA. 

“We will use three case histories 
and an off-stage commentary by 
a popular local radio announcer,” 
Mr. Aitchison explained. 

This will be the first of three 
movies which will cover three 
major steps in advertising: (1) 
Planning and getting facts to 
build a campaign; (2) execution 
and merchandising of a program, 
and (3) evaluation of results. The 
last two steps will be summarily 
treated in the first film, but the 
major emphasis will be on plan- 
ning. 

The three case histories are be- 
ing drawn from industrial manu- 
facturers in the Chicago area. 


e The first will feature a cam- 


paign of American Phenolic Corp. 
This section of the film will dem- 
onstrate the company’s success in 
increasing and improving its com- 
petitive position for a new line of 
u.h.f. tv antenna. S. Lee Allen, 
advertising and sales promotion 
department, is supervising Amer- 
ican Phenolic’s contribution to the 
production. 


e The successful opening of a new 
market through careful planning 
will be demonstrated in the film 
by James R. Williams, advertis- 
ing manager, Signode Steel Strap- 
ping Co. 


e Ray M. Wall, advertising man- 
ager, will handle the dramatiza- 
tion of an ad program of Shake- 
proof division, Illinois Tool Works. 
This section of the film will show 
how the company introduced a 
new product with a well-planned 
floating trade show. 

The case histories were chosen 


NBC Sells Its 
Big Names, Helps 
Macy Sell Toys 


(See pictures on Page 42) 

NEw York, Dec. 23—At about 
the same time Averell Harriman 
was elected governor of New York, 
J. Fred Muggs was named mayor 
of Macy’s Toy City. 

J. Fred, who went to work for 
the National Broadcasting Co. and 
became the world’s most famous 
chimp, is turning into one of the 
network’s most profitable mer- 
‘chandising “personalities.” His 
reign at Toy City, in the biggest 
department store in the country, 
started at Thanksgiving with the 
mammoth Macy’s parade. It con- 
tinued through Christmas. 

In this time, the boys and girls 
who visited the toyland also had 
an opportunity to talk to their 
favorite NBC stars. Three minia- 
ture phone booths were set up for 
conversations with Miss Frances of 
“Ding Dong School,” Pinky Lee 
and Howdy Doody. (The voices 
of the stars were recorded.) 

A Macy’s window featured a 
closed circuit tv setup where chil- 

(Continued on Page 6) 


Earle Ludgin Gets 
New Title: Agency 


Promotes 3 Others 


CuHicaGo, Dec. 23—Top echelon 
of Earle Ludgin & Co. has been in- 
creased with elevation of key em- 
ployes. 

The agency’s stockholders (22 
employes) created the new posi- 


by the CIAA film committee after | 
a poll of the membership to deter- | 


mine what kinds of campaigns 
were considered most important. 

The film is being made by C. R. 
Isely, Pilot Productions. 


Maybe She's a Pest, 
but When She Quits, 
She’s Unemployed 


HARTFORD, Dec. 22—A Connecti- 
cut woman who quit her sales job 
because she complained she was 
continually being insulted by pros- 
pective customers today was de- 
clared to be entitled to collect un- 
employment compensation. The 
ruling noted, however, that she 
probably deserved the abuse she 
received. 

Harold Strauch, state unemploy- 
ment compensation commissioner, 
reversed a ruling of an unemploy- 
ment compensation examiner who 
had denied the woman unemploy- 
ment benefits, and ordered that 
she be paid. 

In his decision, Commissioner 
Strauch said the woman, mother 
of two children, was employed as 
a telephone solicitor to sell alum- 
inum storm windows. She received 
$25 for a 30-hour week. 

The woman, who “has a gener- 
ally nervous disposition,” contin- 
ued Strauch, found to her “con- 
sternation” that many persons re- 
sented being solicited by tele- 
phone. 


= Her prospective customers, .she 
said, retaliated by “verbally and 
vigorously abusing her for the 
intrusion upon their privacy. As a 
result of the tirades, she became 
exceedingly upset and nervous, to 
the point where she could sleep 
only fitfully during the night. 
“After 12 days of continual in- 
sults, the woman quit. When she 


applied for unemployment com- 
pensation, the examiner ruled that 
she had not had sufficient cause 
for leaving the post.” 

In reversing this decision, the 
commissioner noted: “Although 
considerable sympathy can be had 
for the busy housewife who is in- 
terrupted at a crucial moment in 
her household duties by a tele- 
phone call imploring her to buy 
aluminum storm windows, or for 


the character for whom the tel- 


ephone bell tolls only while she 
is in the midst of a bath, two 
wrongs do not make a right. 

“No claimant must submit to in- 
sult and abuse” in order to be en- 
titled to unemployment benefits. 

“What happened to this claimant 
may well have been poetic justice, 
but to deprive her of benefits 
would not be legal justice,” he 
concluded. 


‘Better Living’ Names Eyes 

F. Raymond Eyes, who joined 
the Better Living sales staff in 
September, has been named to 
cover the Philadelphia-Washing- 
ton-Baltimore areas as well as 
southeastern U. S. He succeeds 
Thomas B. Crews, who will now 
manage his own business, the 
Philadelphia Travelers Co. 


Bernice Preisser Named A. E. 

Mrs. Bernice Preisser has been 
appointed an account executive on 
consumer accounts for Lando Ad- 
vertising Agency, Pittsburgh. She 
formerly was a copywriter with 
Geoffrey Wade Advertising, Los 
Angeles, and radio-tv director of 
May Co., Los Angeles. 


Earle Ludgin 


tion of board chairman for Mr, 
Ludgin, elected Vincent R. Bliss as 
the new president and named John 
H. Willmarth as exec. v.p. 

The agency also acquired its 
first woman v.p. in the board’s 
action. She is Jane Daly, who 
joined the company in 1942 as a 


Vincent Bliss 


J. H. Willmarth 


Jane Daly 
secretary and has been tv-radio 
director several years. She brings 
the number of Ludgin v.p.s to 
seven. 


= Three directors were added to 
the board, bringing the total to 
nine. 

The board emphasized that Mr. 
Ludgin will continue “as active 
as ever in the agency’s work,” and 
that the move was made to 
“broaden the agency’s top man- 
agement.” 

Mr. Bliss joined the agency as 
v.p. in 1932 and has been exec. v.p. 
since 1946. Mr. Willmarth joined 
Ludgin Co. in 1930 as its first art 
director and later became execu- 
tive art director and v.p. 

The new directors are John H. 


Baxter, George A. Rink and Ralph 
E. Whiting. All are v.p.s, 


Sa eae baa “ A dt 50s EG He, Ree a OA GY Le aa ~ L " en, i salen ee a ees ss 2 2 uy a . “ ‘ vy oe et ee ene S a “8 nuit ai ‘fuse alex Jie a a 
Yes eA: Ai Sa pane tS thy FE 4 at tea ee ] heats eet eh ees ns : Ri Ble , - tu es Aes osha 9 +z WE bots | Weis agli Sage DE ie Dene ar ep ets + ghee oS 6 SR 5, 1d 
ee sh” cone ge an nee : i fears Bethy ss Stee les, OR Mariah ea oa ms gear i She i ee > = F evaltgres . ‘ PO, Bee Sa ait it Seat te cry Peer a ie gue ee a we 3 Poa 
apt a f Res in ¢ x Pact Mi <> 2 ee Seg raat gt ee we rae 5 2 abide At : 5 eee ae Fo nk FE < ee: es eS WO Rc Sigh gestae. fi SRG aks ORAL a Aon, Ween MET cee Sa nae Seer ae Tales ts yee ae i: = eae Rave 
patie aoe re al fone Se a A eae oe, 7, pa ico eta > wey “eae eo. ee eee Se BE etek oe ee) oa ss = se ae. 4 are ; ee ars : as : 
= ee, ; eT ! ae Gyre <a 3 a 2 pre a ‘8 i 4 pecs) i. Sas of pease #4 eres ee : sae y Os 7 me x = ao ee, s ge er: ‘ pe 1 : ‘ -, a 3 ae tan te a deta 
e he? 
Weeds 
s ete >. wy ’ 
’ Se a aa % * . } ¢ : 
: oS $ - a eS fn ee Pam morelo Ae 4 Oe Ria Lae : : we, whe. 
: > i ro, ’ é + on caine amt ee, Nc, tte RE Ny | ‘ 
2 ~ ees" s a oo Sut’ ct ees RR tow gy te oe RMS eIP Sioa, { : ya Me | 
; f i i eel one ae Beh Nee 
3 : ‘ as i bantu awe ee “Ae yes ee ed er OT aay? = ie } 
ors pe Bl a 2 a ac ii aa oi Sc Dee Get Re ; 
— 7 3 i oe pee os te t ee | See Nee : owas go 
: x ed % 5 aa IT cae *.* Pee | Mec mae “a foe 2.4 
? wwe. ee x : : ‘ ro IY .% 2 tlie ea 
ose i *.4 3 be oe aa ,* - ae re ee iNaes ; . ae i 
% ‘ ~ Sec eeSae - “(4 > Deed lca Ok ] oe » es 
- . | CRRA PO ». 4 on a tes ie . j ae 
x WE. “28. x } ees Bs we 
ss (a -” ai i e . 2 a 
ie eg ee ? ; ‘ es wea yA 
: Se Fe. = Be fs i (oe res 1) aa ee Oar 
war. foe J 2 a ai ae z ee as “rad 
se ae ee! < re | 
oe a ¥? pty, +. * ng r\ maar 2 es > sy “e ‘ fe ote a “Ewe m 
: et * coe ne ; Ta is = : so Bad «3 .. oo - % &... ‘ i * yy * Spe ah R: ae * 
” ad ae Aes, “t= gan. i a 
E f ir « = & a e On ire Cement ty % , -. is Te 
" Se ie 5 4 ‘ Bee ph eS ae aa & © eae ae 
i ’ vee At. Dect Seka ae — Fe sam hat eos 
Fe e Bee: aa . £Ss ‘$, ‘wi G 4 ce gins Neat an ry -_ { — x — 7 ene | 
" ee a: aa ia . Ris PS ~ a Ss ae . 
af a i i ed Ag . — = igh Siam : } 
¢ oe i , % ae eee SS. eee 
s e Bee ts tee ; 
#3 ae | 
3 ‘ ‘cian ie 
oo ei re 
3 Tell nthe Widen = “company petty” tam, see here, Costas ae 
SPE a oe 
. cee % ° > 
ait = E re 
te niente : “ Rey | 
% Ditieerete S se Se ie Be ES 
fi Scan, sacopeaieamal eee z 4 “20. 
" a Bi " Ts a. eee 
oe . 26 - 4 Eg Son eats 
5 = phy ; ee Nh a 
3 A ess i igs 2 Mata 
apes bar IER Teer rete 
; #! -* . A tte te Tes a eh ee 
ie 7 ¥ w& % P 7 spe mpremd “i aca ee : ps 
— ~ ie a E Gaderwood's Lacie aly 
Me) i =e aS 5 eee Resets 
ee 2 ih - | seen 
‘ So a “Se & : ae 
: 3 — 7 & ee | ae ise 
™ + a Pure fae. | Ss hg 
=e Ee 
a ia 
: To favorites... just add eo 
sats BRT ore 
7s ae 
ys Underwood Devited Ham adds . i Pest 
" hen : 
Bi 
| ial 
a ries 
os . o— = ‘) 
; Ch, ge’: 
| Gee 
| ee 3 
24 Be ieeens it 
| : ae 
Re 
~ eM: cae ae Ag ee ae a 4 ate 
55 a die Pe ee cane F bs. | ta bee iia 
: —" i — xt cub fg 
; a ase ae ‘ a 4 Joe iy 
cae Cen ae, ge ee vine? ie 
rye a hick a We ak 
rege i ‘> i mee : ‘ 
es eal ’ Be : . — 
ie a - | _—” -. oy ; 
a e q ¢ ae % ; 
g be a _-- a : 
ios er aie a 
Pe ? eet ‘ Depp 
Bal Gh eee 
ie i! 
6h i ma 
seaeyel 
4 he ee 
ties ea 
Las ee ee es 
4 onsite 
oi : an 
ae 2 
: es : ace: ae a ie ee 4 2 gs a 
: I £4 i I ce 
: ae’ Fs Ee ‘A oat 
Z + oe me ‘sy pai | 
o » » a ye pees tic 
Ss ; am 
de y 3 
‘ he 
i % os 
5 ‘ i ee 
. a 
— ols 
ms ty Se 
a. Me 
ih, ; 
“' et 
ie Rh : yi Oe ae oe Wa ' el i ae a a cai. ee Py sa 4 RS recans f B , : i Peg We.) eye a : } 
— EIR « ie ‘ F : ae gate z <. : 7 ia * er pie ‘ a a 
i. aio Se an ‘ ; " if a re. ‘ t= a) aS F Z ae we er . 25 ROG Ot IRS ey Aes OF aie rey wea a , ae Ge: S°5 ‘ State gle eid % wit Ee 


: La chandising. 


MCA-TV Buys United 


Television Programs 


New York, Dec. 22—Further 
evidence that the television film) 
syndication business is still on its 
shakedown cruise was shown this | 
week with the announcement that | 
MCA-TV has acquired all the per-| 
sonnel and properties of United 
Television Programs. 

UTP now becomes a part of the | 
MCA-TV film syndication division, 
according to V. P. David V. Sut- | 
ton. Reportedly, the MCA-TV film 
syndication division will now have. 
the largest sales force in the tele- 
vision film industry selling a total 
of 22 tv film shows. 

Wynn Nathan, former v.p. of 
UTP, has been named v.p. and 
general sales manager of the 
MCA-TV film syndication division, 
which will now have 19 offices in 
the U. S. Mr. Sutton also an- 
nounced formation of two new 
MCA divisions: Station program 
sales and merchandising. Lou 
Friedland has been named v.p. in 
charge of the station program sales 
division and Frank Mincola, re- 
cently in charge of merchandising 
for “The Lone Ranger,” has been 
appointed v.p. in charge of mer- 


® The station program sales divi- 
sion will make direct calls on sta- 
tions selling the MCA-TV program 
package film plan. The merchan- 
dising division will specialize in 
sponsor tie-ups with MCA-TV film 
properties, and with special ad- 
vertising and promotion items to 
be manufactured and distributed 
in collaboration with MCA-TV 
shows. 

The advertising and sales pro- 
motion staff of MCA-TV has been 
doubled and Mr. Sutton announced 
further that “the largest advertis- 
ing and direct mail campaign in 
the history of the tv film syndica- 
tion industry has been planned 
to break shortly after the first of 
the year.” Paris & Peart is the 
agency for MCA-TV. 


Other film syndication consoli-| ' 
dations in recent weeks have been | © 


Guild Films Co. and Vitapix Corp. 
and Motion Pictures for Televi- 
sion with Minot TV Inc. 


Philip Morris Will 
Alter Sales Base 


to Calendar Year 


NEw York, Dec. 22—Because of 
a typographical omission, AA did 
not qualify in its estimate of 1954 
sales by cigaret producers (AA, 
Dec. 13) that the figures given 
for Philip Morris & Co.’s 1953 sales 
were for the company’s fiscal year, 
from April 1, 1953, to March 30, 
1954. 

George Weissman, v.p. and as- 
sistant to the president, points out 
that at Sept. 30, the six-montn 
mark of the company’s current 
fiscal year, its sales were $149,- 
164,000 with earnings per share 
for the six-month period at $2.05 
per share. On a _ calendar-year 
basis, Mr. Weissman says, from 
Jan. 1, 1954, to Sept. 30, the com- 
pany’s sales total $214,930,000. 

Philip Morris & Co. is scheduled 
to change its fiscal year to coin- 
cide with the calendar year. Early 
in 1955 it will publish the sales 
figures for the past year, both for 
the fiscal nine-month period end- 
ing Dec. 30, 1954, and for the 12- 
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distributor, and Post admen Keith 


SCORECARD—Schenley Industries is running a 16-page tabloid with 
nine pages of ads for its liquors and an armchair program for U. S. 
New Year’s Day bowl games. Inspecting the printwork, which will 
run Dec. 28 in the Houston Post and will also be distributed through 
liquor stores there, are Walter Jahn (center), Schenley’s Houston 


Butler (left) and Bob Barron. 


(Continued from Page 1) 
Summerfield, generally enclosing 
examples of “junk” that “clutters 
up the mailbox.” 

This is the second time the de- 
partment has tried “simplified 
mailing” service to reduce han- 
dling costs for third-class mail. In 
the mid-’30s, former Postmaster 
General James A. Farley author- 
ized handling of unaddressed cir- 
culars, but quickly withdrew the 
order after a visit from newspaper 
publishers. 


= The impression persisted that 
Mr. Summerfield would like to 
retain the service. His decision 


John W. Dargavel 


‘American Druggist'’ 
Names Dargavel 
"Man of the Year’ 


CHIcaAGo, Dec. 2::—John W. Dar- 
gavel, executive secretary of the 
National Assn. of Retail Druggists, 
has been named “Man of the 
Year” in the national drug field 
by the American Druggist maga- 
zine. 

Mr. Dargavel is the first to be 
chosen for this award, which will 
be conferred annually. He was 
chosen by majority vote among in- 
dustry leaders as the man who had 
made the most constructive contri- 
bution to the retail drug field. 


month period of the calendar year. 
‘Wood Chips’ Launched | 

A. J. Wood & Co., Philadephia | 
market research company, has is-| 
sued the first edition of “Wood 
Chips,” a monthly publication 


The magazine said that Mr. Dar- 
gavel helped the drug trade im- 
mensely by his fight for federal 
narcotics legislation. He also 
“aroused the drug field to the 
fact that fair trade could be de- 
stroyed by carelessness and indif- 
| ference as well as by open hostil- 


dealing with different phases rel the magazine added. 


market research. The first issue 
covers the field of motivation re- 
search. A letter to the company 
will get those interested on the 


mailing list. 


Born in Morristown, Minn. Mr. 
_Dargavel graduated in pharmacy 
‘from the University of Minnesota 


in 1915. He was president of the 


| NARD in 1931. 


Postmaster Summerfield Will Scrap 
Third-Class Bulk Mail Deliveries 


| was made, it was said, when he 
found that mailers were not speak- 
ing up in defense of the plan, and 
were leaving the entire burden to 
the department. 

In recent weeks he has been 
warned that Post Office commit- 
tees on both sides of the Capitol 
intend to investigate “junk mail” 
\if the service exists when Con- 
gress reassembles. Several weeks 
ago Rep. Tom Murray (D., Tenn.), 
chairman-designate of the House 
Post Office and civil service com- 
mittee, visited Mr. Summerfield 
and stated his strong opposition to 
the service. He expressed a warn- 
ing that his committee—which ini- 
tiates postal rate legislation—will 
| want to look into this problem as 
| Soon as it meets. 


# A similar warning came from 


| the Senate side, where Sen. Frank 


| Carlson (R., Kan.), present chair- 
man of the state Post Office com- 
mittee, and Sen. Olin Johnston 
| (D., S. C.), who is slated to suc- 
ceed him next year, have both 
'stated an intention to investigate 
‘the situation. 

Within the past two weeks Mr. 
Summerfield has had a visit from 
a committee representing the Na- 
tional Editoria! Assn., which came 
armed with the results of a sur- 
vey indicating that third-class 
simplified mail has diverted ad- 
vertising dollars from small news- 
papers. Last week a spokesmen for 
groups of direct mail advertisers 
visited the department to review 
the problem. There has been con- 
cern among their members that 
the mounting criticism of “junk 
mail” will eventually undermine 
the effectiveness of all third class 
matter. 


Hoftman Radio Changes Name 

Hoffman Rad o Corp., Los Ange- 
les and Kansas City, has changed 
its name to Hoffman Electronics 
Corp. Les Hoffman, president, said 
the change wil!) help identify the 
company in its immediate expan- 
sion plans ard future growth. 
Hoffman is building a new tv 
manufacturing center in E] Monte, 
Cal. 


WLS Names Richard Hellyer 


WLS, Chicago, has appointed 
Richard E. Hellyer manager of 
sales promotion, advertising and 
publicity. He formerly was ad- 
viser on tv commercials for Vogue- 
Wright Studios and before that 
was a copy writer and regional ac- 
count executive on the Dodge ac- 
count for Grant Advertising. 


| 
| 


GE 


Advertising Age, December 27, 1954 


ARF’s just-released study of tv- 
radio rating standards is too 
new for most admen to com- 
ment, AA found, but an appen- 
dix to the report contains some 
sharp comments from rating 
services 

is combining its clock and 
Telechron electric clock divi- 
sions into one division, one elec- 
tric-clock line 

The end of “junk mail” is in sight, 
as Postmaster Summerfield pre- 
pares to yield to pressures, scrap 
the service 

A Salesman’s Advisory Board 
helps two-way communication 
and boosts sales, H. D. Lee Co., 
maker of working clothes, has 
found. 

An ad that let’s the reader fondle 
the product is the latest Rey- 
nolds Metals plan 

The poor man’s electric shaver, 
selling for $9.95, is being intro- 
duced by Ru Rita Inc.....Page 3 

A much-abused telephone sales- 
woman is still entitled to unem- 
ployment compensation even if 
Oe OS kas eee Page 3 

Yule Spirit ruled at Macy’s when 
the department store and NBC 
joined to promote Macy toys and 
NBC stars 


The “buy American” ad theme 


Advertising Market Place ... 
Along Media Path 


Coming Conventions .......... 9 
Creative Man’s Corner ...... 36 
Chain Store Sales ........... 20 
ci She 25-4 ace ip 65 458 8 12 
Farm Publications Linage ... .32 
Getting Personal ............ 30 


Looking at Radio & Television 37 


Highlights of the Week’s News 


helped Millers Forge Mfg. Co. 
sell 40% more of the high-qual- 
ity manicure cutlery ..Page 10 


Not cups of cheer, but good cheer 
are the Christmas presents some 
agencies are giving, letting cli- 
ents, editors and friends know 
donations to charity are being 
made in their names ..Page 14 


The Post Office can’t pre-judge ob- 
scenity, court says, insisting the 
department must wait for ma- 
terial to be published before it 
bans 


Flat-screen tv, remote control 
medicine and absentee psycho- 
analysis are predicted for the 
future by Hugo Gernsback, pub- 
lisher of Radio-Electronics and 
famous seer 


Fast news coverage’ enabled 
WRUL, short-wave South Amer- 
ican broadcaster with transmit- 
ters in Massachusetts, to add 23 
more Latin American stations to 
its relay network ...... Page 33 


Case histories are the successful 
backbone of Revere Copper & 


Brass’ successful advertising 
promotion in the past few 
err re eT ree Te Page 46 


Advertising and p. r. films may 
not cost as much as is thought, 


REGULAR FEATURES 


TEM: TEVORTE «icc cccics Page 48 
Looking at Retail Ads ...... 37 
Magazine Linage ............ 39 
SN 50056 Se eds canoes 28, 29 


Photographic Review ........ 42 
J re 12 
Salesense in Advertising ..... 35 
This Week in Washington .. .20 
Voice of the Advertiser ...... 26 


‘L.A. News’ Sold to 
Times-Mirror Co.; 
Labor Unions Bitter 


Los ANGELES, Dec. 22—After 
more than five years of recurring 
financial crisis, the Los Angeles 
Daily News last Saturday sus- 
pended publication and sold its 
name, good will, circulation lists 
and some 25 of its Daily News 
features to the Times-Mirror Co., 
publisher of the Los Angeles 
Times ana Mirror. The land, 
building, equipment ana other as- 
sets of the News were not included 
in the transaction. 

The newly acquired assets have 
been taken over by the Mirror, 
which now carries the Daily News 
name on its masthead. Circulation 
of the News was immediately ser- 
viced by the Mirror. The sale was 
made by publisher Clinton Mc- 
Kinnon because of . delinquent 
payments to mortgage holders, tax 
delinquencies, a long list of gen- 
eral creditors and retroactive pay- 
ments on a wage increase grantea 
this year. 


® Mr. McKinnon, former con- 
gressman and San Diego publisher, 
who bought the News Dec. 24, 
1953, said the paper’s previous 
loss of well over $1,000,000 a year 
had been cut in half, but new fi- 
nancial support which was needed 
could not be obtained. In 1954, 
circulation had increased 20% and 
advertising linage 25% over the 
previous year. 

Representatives of 450 employes 
and labor organizations are bitter 
about the sale. Plans of employes 
to force the News into involuntary 
bankruptcy, then operate it them- 
selves, were forestallea by the 
sale. 

Labor representatives are now 
discussing possible legal action to 


|hold the Daily News to its “obliga- 


tions.” George Meenes, president 
of the American Newspaper Guild 
jocal here, which represents 350 
employes, said its members alone 
have over $1,000,000 due, includ- 
ing pay for the past two weeks, 
pro-rated vacation and severance 
pay covered by contract. 

Labor, which had strongly sup- 
ported the News as the only Dem- 
ocratic-labor-paper in Los An- 
geles, was unhappy that the sale 
had been made to the Times and 
Mirror, two of the few non-union 
newspapers in America. 


@ The AFL labor central commit- 
tee toda; placed the Mirror-Daily 
News on the “unfair list.” CIO 
leaders also spoke against the sale. 

The Allied Trades Printing 
Council claimed it had securea 
some 60,000 subscriptions for the 
News in an attempt to keep it 
going. A drive to take these sub- 
scriptions and other circulation 
from the Mirror has been pro- 
posed. 

AFL members have been urged 
to subscribe to either of the two 
other papers, both Hearst. They 
are the Examiner (morning) and 
the Mirror’s competition, the 
Herald Express. 


Van Beuren Assumes Control 

Archbold van Beuren, publisher 
of Cue, New York, since 1949, will 
assume proprietary control of the 
weekly for a five-year period, be- 
ginning Jan. 1, 1955. He is also a 
director of General Time Corp., 
Promenade Magazines Inc. and the 
New ‘York Convention & Visitors 
Bureau. 


Shelby Leaves McCann 


James C. Shelby, with the Chi- 
cago office of McCann-Erickson 
for 14 years, most recently as ac- 
count executive, has resigned, ef- 
fective Dec. 31. Mr. Shelby will 
announce his future plans after a 
short vacation. 
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‘[he written message is the one that LIVES 


Turn to the Bill of Rights—and read it as if 
you had seen your brother killed at Concord, 
or fought with the butt of your musket at 
Breed’s Hill, or left your wife and children in 
the wilderness so that you might freeze at 
Valley Forge. Then translate all this in terms 
of the deep joy you would have felt when 
your freedom became sacred and inviolate 
on December 15, 1791, with the final ratifi- 
cation of the Bill of Rights. 


Transporting yourself back in time, or behind 
an iron curtain, can make you achingly grateful 
to the founders of our nation, the fighters for 
our freedom who gave us the Constitution for 
our law, and the Bill of Rights for our liberty 
—a blessed way of life. 


The written message is the one that lives. 
Tyrants talk of freedom, but the Bill of 
Rights, a written message, guarantees it. For 
talk, so very often, is empty and misleading. 
But the written message, by its very concrete- 
ness, is an honest pact between the writer 
and the reader, to be weighed and considered 
with the fullest measure of concentration. 


Your messages in This Week 


Whenever important ideas must be translated 
into action, men inevitably turn to the written 
word. For the written message is the one that 
lives and strikes home most forcefully. 


This Week Magazine, one of America’s most 
widely read publications, asks that you re- 
appraise your own understanding of the 
power of the written message. You make no 
important move in your life without using the 
written and the printed message. The leases 
you sign, the financial statements you issue, 
the agreements that guide your business, the 
bylaws you enact, the wills you have drawn. 
These form the bases of your progress. Yes, 
the written message is the one that lives—not 
fifteen seconds or a minute—but far beyond 
the fleeting moment—even forever. 


The printed page, rich in detail, exact in its 
message, continues to be the surest way to 
convey an idea. Therefore, This Week wishes 
to remind you of the basic wisdom of build- 
ing your advertising campaigns around visual, 


; wer ‘ 
~ ‘ &.'% 


printed media. In other words, if you want 
your message to work, and to Jast, put it in 
print first. 


* * * 


A written advertisement that lived. On March 6, 
1949, Library Guild, Inc., ran an ad in THIS WEEK 
Magazine with typically productive results. This 
insertion was a mail order ad featuring a special 
edition of the Bible selling at $15.95. It resulted 
in many thousands of dollars in direct sales. The 
major portion of the responses were, of course, 
received within a couple of months following 
publication. It is noteworthy, however, that in- 
quiries continued to come in for almost two 
years after the ad ran—striking evidence of the 
fact that the written message is the one that lives. 


in 11,000,000 homes throughout America ! 


This Week Magazine 
shares the power and prestige 
of these 35 great newspapers 
which distribute it. 


The Baltimore Sunday Sun 

The Birmingham News 

Boston Sunday Herald 

The Charlotte Observer 

Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 

Des Moines Sunday Register 

The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 
Minneapolis Sunday Tribune 

The New Orleans-Times-Picayune States 
New York Herald Tribune 
Norfolk Virginian-Pilot 

The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic 
The Pittsburgh Press 

Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 
The Salt Lake Tribune 

San Antonio Express and Sunday News 
San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 

*The Wichita Sunday Eagle 


*Starts February 6, 1955 
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as well as administrators 


If you want to sell the 
expanding Hospital Market 
Editorial departmentalization assures readership penetration among 


department heads as well as administrators—the specialists who 
initiate hundreds of hospital purchases. 


HOSPITAL 
PUBLICATION 


Food and Dietetics 


Highest Voluntary Paid Circulation in the Field! 
4 

Hospital 

Management 


105 W. ADAMS ST., CHICAGO 3 


Purchasing 


CLISSOLD 
BUSINESSPAPERS: 


BAKING INDUSTRY ¢ HOSPITAL MANAGEMFNT 
THE CANNER 


Advertising Age, December 27, 1954 


NBC Sells Its 
Big Names, Helps 


Macy Sell Toys 


(Continued from Page 3) 
dren and their parents saw them- 
selves on an RCA television set. 
Inside the store they found NBC- 


licensed produets—scores of them 


the NEC v.p. who is operating 
the network’s merchandising divi- 
sion in addition to his duties with 
the radio network. 

For the past six months, NBC 
has been studying the possibilities 
of this field and how best to ex- 
ploit the names in its stable of 
stars. 

The business of merchandising 
some of the network’s properties— 
notably “Howdy Doody”—is still 
handled by outside companies. The 
network, however, is directing the 
‘activity for several of its shows, 


| 


—ranging from Muggs T-shirts to including “Home,” “Today,” “Mr. 


“Mr. Peepers” baby dolls. News 


Peepers,” the Pinky Lee program, 


of the holiday fun at Macy’s was “Ding Dong School” and the Hap- 
spread via spots on WRCA and py Felton show. 


WRCA-TV, New York. 


# In return for helping to stimu- 
late traffic at Macy’s—apparently 
the store isn’t crowded enough al- 
ready—NBC sold a lot of NBC- 
licensed merchandise during the 
promotion. 

The project was just one of 
many set in motion by Ted Cott, 


[out of 4 


Greater Cincinnati 
Families 


READS ONLY 
THE TIMES-STAR 


vertise in the Times-Star. One out 


i 
hee... 


— Voure Dag-Cone right! 


You can’t sell the Cincinnati Market unless you ad- 


of every two families 


reads the Times-Star and one out of 4 reads ONLY 
the Times-Star. Follow the lead of Cincinnati retailers 
who for more than 46 years have made the Times-Star 


their leading daily advertising medium. 


Sources: Media Records and August Telephone Survey. 


CINCINNATI TIMES-STAR _ 


| Pocket Books Inc. recently pub- 
lished a “Today” almanac. “Just 
think what 400,000 copies of that 
‘Today’ title on display in stores 
around the country will do for our 
show,” enthused Mr. Cott. 


s Earl Wilson has been commis- 
sioned te put together a book of 
“NBC Stars” for the network. 
“Home” booklets on cooking, fash- 
ions aud decoration are distributed 
in supermarkets throughout the. 
country. The boss of “Ding Dong 
School,” Miss Frances, has written 
several books; her latest volume is 
“Have Fun With Your Children,” 
published by Prentice Hall. 

For the Muggs’ fans there are 
T-shirts, animated toys, 3-D 
viewer slides, round-world game, 
hats, school bags and _ savings 
banks. 

“Mr. Peepers’ ” followers have a 
choice of dolls, spice herb kits, 
planetariums and tool kits. Pinky 
Lee’s name appears on Who-Am-I 
games, xylophones, dancing pad- 
dles, toy chests, paint and crayon 
boxes, marionettes, ventriloquist 
dummies, story books, toy medi- 
cine chests, dancing dolls, balloons 
and pogo sticks. 

Aside from the personality and 
show-associated products, NBC for 
the past few months has been do- 
ing a lively business in souvenir 
items with a strong tourist appeal. 
These are sold in a little shop at 
the NBC-RCA Bldg. here. 


# These include books to show the 
folks back home what the big city 
visitors saw en the NBC tour, as 
well as coloring books for the 
kiddies, NBC T-shirts, charm 
bracelets, compacts and post cards, 
all decorated wtih the network’s 
traditional chimes. 

“There should be about 8,000 
kids around the country now 
wearing NBC T-shirts,” Mr. Cott 
estimates. “I don’t know how much 
money it would cost to get that 
many billboards. And we've sold 
hundreds of charm bracelets and 
thousands of post cards.” 

Mr. Cott says the network is not 
in this side activity to make mon- 
ey, but figures it is well worth the 
effort to have all these promotion 
pieces walking around the country. 


"YONNE SAYS: 


The odds are 64,973 to 1 against your 
drawing a straight flush.... but you al- 
ways draw a winner when you include The 
Bayonne Times on your schedule. It's 
home-delivered daily to 76% of all the 
homes in Bayonne. 

“Bayonne cannot be sold from the outside"’ 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


| NATIONALLY, BOGNER & MARTIN 
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meant crossing a continent. A man may 


have a thousand friends, but the family 


is a first requirement for the successful 
marketing of any product, from an auto- 
mobile to a Christmas tree. When you get 
to the heart of the 


family, you get to 
the heart of America. 


Happy New Year! 


A CURTIS MAGAZINE 
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you were with your family, even though it 


comes first. A proper appreciation of this 
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BIG Time FOOTBALL 
1S NOT FOR HIM! 
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Rupect. eedecs from: * Camel Cigarettes 


THE AD-STIK COMPANY - 


(for any smooth surface—glass, metal, etc.) 


s Gleason Switch 
i lo Film Deals 
C A | Live TV a Blow 


Sb at (Continued from Page 1) 
, - Schick, which switches to Kenyon 
% a & Eckhardt, effective in January. 
a Mite It also gives Milton Berle, the 
en m™ agency’s first big tv attraction, 
. ‘the kind of Christmas present no 
‘star likes to get. 

Berle, whose health has been NORMAN KLUG, former v.p. and sec- 
‘run down recently, has been con- retary of Miller Brewing Co., Mil- 
‘sidering switching to film next| waukee, has been named presi- 
— pre hope ee +" to dent. He succeeds Frederick Miller, 

ake things easier. press time : : 
/NBC reportedly had heard from See SORE See epee, EF Oe a — 


| pane 


A Self-Sticker! 


® Sticks on both sides—any climate 

® Brilliant Baked Enamel Colors 

© Indestructible! Use and re-use! 
Literature and samples FREE on request 


'erash in which his son, 


Westinghouse e Calvert * Mobiloil * Ansco and Hundreds of Others 


5850 CENTRE AVE., PITTSBURGH 6, PA. 


|three sponsors who wanted to talk 


Miltie” will work for Buick alter- 
nate weeks until June. 


Despite Buick’s defection, com- 


GETTING 


gets results 
IN THE RURAL SOUTHWEST 


— 
— 
_ 

’ 
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PASS. 
BS 


Sm 


the Farmer-Stockman N N 


Meet Mary Myles Smith. She’s the young lady soon to 
be assisting Mrs. Katherine Randall, Home Editor of the 
Farmer-Stockman. 

Mary will cover rural club meetings, contacts in the 
home, exhibits, conventions and every phase of rural home- 
making. Her work will expand and extend the high reader- 
interest already established by the splendid editorial leader- 
ship of Mrs. Randall. 

Other farm publications may be satisfied with one 
editor for the homemaking department. But the Farmer- 


409,357 

SUBSCRIBER FAMILIES 
 ....ateees cee 229,663 
Oklahoma . ...118,317 
GONE sciiedichacun 24,309 
Arkansas .................. 23,082 
New Mexico ......... 4,374 
ne ae 3,782 
Other States ............ 5,830 
ee eee 409,357 


Stockman, knowing that it takes time as well as talent to 
write interestingly and knowingly about the Southwest, pro- 
vides both Mrs. Randall and Mary Myles Smith to rep- 
resent the home interests of its readers. 


And because the Farmer-Stockman believes that this 
policy of “getting personal” serves its readers best .. . the 
Farmer-Stockman serves its advertisers BEST! You just 
naturally get the most for your advertising dollars in “the 
fastest growing farm magazine in the Southwest.” 


Serving the Rural Southwest for 43 Years 


the Farmer-Stockman 


OKLAHOMA 


CITY, OKLAHOMA @ DALLAS, TEXAS 


Owned and Operated by The Oklahoma Publishing Company * The Doily Oklahoman, Oklahoma City Times * WKY and WKY-TV © Represented by THE KATZ AGENCY, INC. 


about buying his program. “Uncle | erick Jr., and two pilots also died 


(AA, Dec. 20). 


| 


peting with Berle this year has 
been very difficult, as it has 
been practically since the begin- 
ning of network tv. CBS-TV will 
throw a new team in against him 
in January, when “Adventures of 
the Kingfish,” a new “Amos ’n’ 
Andy” telecast (with the Kingfish 
getting the top billing), will go on 
the air. Produced by CBS Televi- 
sion Film Sales, the show will be 
aired by CBS-Columbia (Ted 
Bates Inc.). 


® Plymouth is the most likely can- 
didate to share the N3C “News 
Caravan” with Camel cigarets 
starting next year. The auto man- 
ufacturer is considering taking 
over the Monday and Wednesday 
segments, except for every fourth 
Monday, which falls back-to-back 
with a Ford spectacular. Camel 
will keep the sponsor credits on 
‘hese Mondays. 

For the second time in the last 
three months, General Foods has 
asked NBC to find somebody to 
fill its monthly Tuesday 8 to 9 
p.m., EST, period. The advertiser 
reportedly told the network that 
January is a slow time for the 
»~roducts featured on the show. On 
Tan. 4 Tums (Dancer-Fitzgerald- 
Sample) will come in, on a one- 
time basis, with a variety show. 


GE Combines Electric 
Clock Lines into 
One Unit, One Line 


(Continued from Page 1) 
Jan. 31. In addition, Iccal tv an- 
10ouncements will be made in Salt 
Lake City, Seattle and Denver. 

A. F. Fisher, formerly general 
manager for Telechron and now 
1olding the same title for the new 
‘combined clock and timers divi- 
| sion, said magazines may figure in 
|GE’s plans after the first quarier. 


s “By focusing our advertising, 
‘merchandising and prcmbt:on ef- 
‘forts on one line combining the 
reputation of two brand name 
| leaders,” said Mr. Fisher, “we 
will realize the true potential for 
electric clock volume. This, we 
estimate, is three or four times 
the industry’s present sales. 

| “Our electric clock story will 
|be told more effectively than ever 
‘before, reaching the largest audi- 
‘ence in our advertising history,” 
he continued. ‘We lock to 1955 as 
a banner year for General Electric 
'Telechron clock sales, with stead- 
ily growing electric clock business 
‘for our distributors and dealers.” 


Lawrence Forms Exec. Group 

Dan Lawrence Co., San Diego 
agency, has formed an executive 
committee. Named to the group 
are Peter D. Murphy, creative di- 
rector; Phil F. Franklin, industrial 
director; George O. Reed, senior 
account executive, and Cal Law- 
rence, account executive. 
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fi iendly Outdoor Advertising is the 
feeling Showcase of the Community. 


Nobody can miss your 
good will message at Christmas or any season. 


This year, as often in the past, 

FSSO STANDARD OIL ComPANY Climaxes its year “round poster 
program with the friendly reminder that Esso Dealers 
are pretty swell fellows to do business with. ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


ouldoor advertising reaches the most 
people — most often. — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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Lonpon, Dec. 21—Paul Tabori, 
leading tv and movie scriptwriter, | 
has told British admen that neither | 
hastily-imported American experts | 
nor anyone else knows how the. 
public here will react to commer- 
cial tv. 

“Those of us who have had some 
active experience in commercial | 
television—in America and else- 
where—are watching with sorrow 
and sympathy the confusion and 
frantic bustle accompanying the 
birth pangs of sponsored television 
in this country,” he said. 

In a letter to Advertiser’s Week- 
ly, he goes on to say that adver- 
tising on British tv screens cannot 
be modeled on movie, newspaper, 
poster or any existing medium. 
“Nor can it follow the American 
pattern,”” he added. 


s British reaction when services 
begin next fall will be entirely dif- 
ferent from that of the American 
public—‘“conditioned for years to 
the ‘pitch copy’ and shock tactics 
method of advertising.” 

He continued: “No one really 
knows how the British public will 
react to commercials on tv (in 
spite of any confident statements 
and forecasts to the contrary), and 
I doubt whether the hastily im- 
ported American tv experts can 
help in this.” 

Mr. Tabori also complained that 
most advertisers yield too easily 
to the temptation of indulging 
their vanity, and love name-calling 
—“if it is their own name.” 


a How to Sell the 
Fishing Tackle and 
~ Outdoor Sports Market. 


25,000,000 Americans enjoy fishing and 
other outdoor sports. Write for new bro- 
chure giving complete information on this 


British Video Talent Finds Too Many »* sr enw: 
U.S. Fingers in TV Commercial Pie 


= YES, we do- 


when our business is TV 


“But the name, the qualities, | 
the price of the product will have 
to be introduced obliquely, with | 
wit and imagination—otherwise, | 
after the second or third commer-_ 
cial, there will be the most violent | 
revulsion on the part of the pub-| 
lic.”’ | 


® He said that in discussions of. eh a » «i SE aaaeeteteen 
commercial tv there has been; ,amMBe & ROBINSON LIMITED 
practically no mention of the per- | eS eS es 

son on whom the project depends | 

a a this will provoke a BUT THE DECISION IS NOT UNANIMOUS. 
storm of indignation; yet I firmly P@¥! Tabori, ’, 
believe that advertising copy- and movie scriptwriter, has told 
writers, radio writers, journalists, ad men that nobody really knows 
or the sponsor’s assorted nephews how the British public will take to 
and nieces, won’t be able to turn commercial tv—not even “hastily 
out satisfactory commercials. imported American tv experts.” 

“For television is a compound of = Henry Hull is one of several. 
sound radio, the cinema, the thea- 
ter, plus something else—and this mercial tv following the American 
‘something else’ is the essential pattern, which is forever under 
element which few people in Bri- attack as “cheap” and “vulgar.” 
tish advertising have studied or Despite frequent denials, the 
acquired.” | 

Mr. Tabori’s point about the im-| appointment of American tv men 
port of American experts is an py several agencies has reinforced 
echo of earlier fears about com- their arguments. 

The government is now engaged 
in talks with Actors’ Equity on 
the trade union’s demand that 
commercial tv must be at least 
80% British. 


Over 40 


a Meanwhile, the first commer- | 


cial tv program has been trans-| 


Advertising Age, December 27, 1954 


|alone were advertised for $853,- 
| 230, against $709,963 in the third 
/quarter of last year. 

_ Expenditure on cake mixes in 
the quarter, $194,088, compared 


Se,8 
British Papers 
/ with a total $110,990 for the whole 


Foresee Record 
,of 1953. One company—Alfred 
la Bird & Sons, a subsidiary of Gen- 
54 Ad Revenues eral Foods Corp.—accounted foi 


| $134,929 of this. 


leading British tv 


critics persist in this belief and the 


The spending boom even af- 
fected government departments. 
They spent $597,380 in the quarter, 
|compared with $534,621 last year 


Lonpon, Dec. 21—Britain’s nor- 
‘mal seasonal slump in press ad- 
'vertising during the July-Septem- 
ber quarter has been halted and 
‘partly replaced by boom figures. | ‘i 
| The latest issue of the Statisti- Pan American Plans 
cal Review of Press Advertising, | - 
published last week, shows that European Chain of 
‘total expenditures soared nearly | 
one-third higher than during the U.S.-Style Hotels 
corresponding period of 1953. ‘ 

Altogether, advertisers spent the, ROME, Dec. 21—Intercontinental 
equivalent of $49,132,160 in the Hotels Corp., a Pan American Air- 
three vacation months, compared | W@YS subsidiary, plans to build a 
with $37,422,264 in the July-Sep-| chain of hotels in Europe designed 
tember quarter last year. ‘to meet the needs of American 


tourists. 
= Press advertising in September Byron Calhoun, president of In- 
'tercontinental Hotels, said here 


reached $18,335,954, an all-time P 
record for a single month. Jesse that the hotel space in most coun- 
Scott, American publisher of the. tries does not match the growth in 
‘Statistical Review, expects the American visitors foreseen by air- 
‘October figure to top $19,500,000. W@¥s and shipping companies. 


Despite the funds being set aside|_ The first hotels will be built in 
for commercial tv, now less than London, Rome, Paris and Frank- 


“er ;./furt. Intercontinental Hotels al- 
a yenr, away, Dress advertising in ready has hotels in South Americ 
‘ever recorded. The total for the @2d is building others in Asia. 
first nine months, $143,909,100, is 
already 22% above the figure for|® Mr. Calhoun said that his com- 
the same period last year. pany is prepared to finance the 


| Provincial 


fabulous market. 


Advertising 


Radio Luxembourg 


RADIO LUXEMBOURG is justly proud 


|of its unique position as the only 


Fishing Tackle | 
Wilmette, Illinois T RAD E N EWS | 


radio advertising medium heard in 

Britain. But now commercial tv 

threatens the tiny European state’s 
main source of revenue. 


the 


mitted in Britain—over a closed 
circuit. 

Mather & Crowther Ltd. a week 
ago beamed sample _ programs 
from the Dominion movie theater 
'to the Dorchester Hotel, where 100 
of the agency’s clients were watch- 
‘ing. 


The agency admits that the trial) # Most leading commodities have 


run cost a lot of money. There 
were 23 shows, featuring some of 
the top stars in Britain. Some com- 
mercials named the _ goods of 
watching clients to give them an 
idea how they appeared on tv. 

The week also saw a novel press 
conference staged by McCann- 
Erickson Advertising Ltd. to in- 
troduce its commercial tv program 
to newsmen. 


| : os 
® Five receiving sets were posted 


cy’s panel of experts was asked 
questions through a microphone. 
/'The panel sat next door, where a 
‘camera transmitted their pictures 
to the sets. 

The McCann-Erickson men ex- 


round a hotel room and the agen-. 


| 


818 


newspapers have 
taken the largest share of the in- 
creased spending, though all press) 
categories have benefited. Provin- 
cial dailies’ revenue in the three- 
month period was 47.67% higher 
than last year, compared with a 
20.44% increase in the London 
national newspapers. 

Even the lowest group, the trade 
press, was 17% up on last year’s 
figure. 


taken part in the increase in ad- 
vertising expenditures. 

Radio and tv sets, for instance, 
jumped from almost $500,000 in 
the April-June quarter to $948,- 
in July-September. Philips 
Electrical Ltd. was the leading ad- 
vertiser, spending $111,090. 

Hair preparations such as sham- 
poos and wave sets showed a big 
increase. Advertising in the quar- 
ter totaled $921,884, against $560,- 
500 in the same period last year. 

A cereal war now being fought 


hotels, but will keep only a minor- 
ity interest in operating them. But 
they must be run on American 
lines and a European staff may be 
trained in the U. S. for this pur- 
pose. 

He said Pan American has as- 
certained that more tourists would 
come to Europe if they were sure 
of the right kind of hotel accom- 
modation. They want their food 
prepared in the way they like it 
and want to pay the right prices. 

In London, Intercontinental Ho- 
tels will set up a hotel of 700 rooms 
with air conditioning, television 
and radio in each room. These now 
exist only in luxury hotels. Mr. 
Calhoun stressed that his hotels 
would be in the “high grade,” not 
luxury, class. 


Vincent & Joseph to Fradkin 

Vincent & Joseph Inc., Phila- 
delphia, national beauty salon 
operator, has appointed Fradkin 
Advertising, New York, to handle 
its account. 


‘is reflected in the fact that manu- 
‘facturers spent $856,739 in July- 
‘September, compared with $526,- Zikakis Joins Kudner 

'579 in the third quarter of 1953.| George Zikakis, formerly copy 
‘Kellogg Co. took its customary!editor on the Voice of America’s 
place at the head of this section, news desk, has joined the publicity 


way 


iy POR: es asa e amet spear rncmping oe . 
Cee: 4 Ks eee” 


and 


i ee ak 
% 


simplest 


: to gain a reputation 
a : for leadership, ‘son, sugared the pill. 
: is to do the finest job 
: in your field, 


year after year 


/plained that every type of com-| 
‘mercial popular on American tv 
‘will be produced—singing jingles, 
playlets, animated cartoons and 
shock sequences. 
| That dreaded word “American” | 
again, as the newsmen were quick 
to note. But John Irwin, a tv pro- 
ducer employed by McCann-Erick- 


“Where American commercials 
are like the playing of six saxo- 
‘phones, ours will be six violins,” 
he said. 


keep on doing it 


Howard to ‘Nation's Business’ 


“ Mrs. Mary W. Howard, last 
= and decade after decade. with Morgan & Lester, publisher, 
: ; has joined Nation’s Business, New 
In photoengraving, York, as assistant to the advertis- 
; in ing director. 
as in advertising, 
there’s no short-cut Spitz Joins Vladimir 


to quality. 


a 


“= 333 
AMERICA’S © FINEST 


| Craig Spitz, formerly with J. 

_ Walter Thompson Co., Mexico 

'City, has joined Irwin Vladimir & 

(Co., New York, as a v.p. 

| 

| Brunst Joins ‘U. S. News’ 

| Paul A. Brunst has joined the 

‘Cleveland sales staff of U. S. 

E News & World Report. Mr. Brunst 

6 -has been with Capper Publications 
\Inc. for the past seven years. 


STREET, AT WACKE 
GRAVING PLANT - CH 


spending $494,376. Quaker Oats| 
Ltd., its nearest rival, spent $116,- 
941. 


# Dairy interests spent $364,520 
in the six months ending in Sep- 
tember advertising a “Drink More 
Milk” campaign. Canned milk and 
cream were also heavily adver- 
tised. Carnation Milk alone spent 
$121,840 in the third quarter, while 
Nestle’s spread $221,164 over three 
products. 

Candy advertising also showed 
a marked increase. Chocolate bars 


staff of Kudner Agency, New 


| York. 


Pioneer Names Dreytus V. P. 


Moriz M. Dreyfus, operational 
sales manager of Pioneer Sus- 


|/pender Co., Darby, Pa., has been 


elected a v.p. 


Mandable Joins ‘Life’ 


John Mandable, formerly super- 
visor of print media at Benton & 
Bowles, has joined the New York 
sales staff of Life. 


Got Enough Troubles 4 


For TWO? 


looking for. 


Then you're probably looking for a 
partner. Well, the place to look first 
is in the Advertising Market Place, 
Advertising Age’s weekly classified 
section. With over 29,000 subscrib- 
ers to choose from, your “Partner 
Wanted” ad is almost sure to find 
the kind of business helpmeet you're 


a hae 


Send in your copy today. Address: Classified Department, Advertis- 
ing Age, 200 E. Illinois St., Chicago 11, II!._—or call DElaware 7-1336. 
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Conventions 


*Indicates first listing in this column. 
Jan. 10-13, 1955. National Retail Dry 
Goods Assn., 44th annual convention, Ho- 
tel Statler, New York. 

Jan. 16-19, 1955. Newspaper Advertising 
Executives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 20-22, 1955. Assn. of Railroad Ad- 
vertising Managers, annual meeting, 
Sheraton Hotel, Chicago. 

Jan. 26, 1955. Point-of-Purchase Ad- 
vertising Institute, merchandising forum, 
Hotel Roosevelt, New York. 

Jan. 29-30, 1955. Advertising Assn. of 
the West, annual midwinter conference, 
Hollywood Roosevelt Hotel, Hollywood, 
Cal. 

Jan. 29-30, 1955. Eastern Inter-City 
Conference of AFA Women’s Advertising 
Clubs, Philadelphia. 

Feb. 10-12, 1955. Advertising Federation 
of America, Fifth District convention, 
Dayton Biltmore, Dayton, O. 

Feb. 11-12, 1955. Northwest Daily Press 
Assn., 36th annual meeting, Radisson Ho- 
tel, Minneapolis. 

Feb. 14-15, 1955. 
Assn., winter meeting, 
Chicago. 

Feb. 16, 1955. Associated Business Pub- 
lications, midwest conference, Palmer 
House, Chicago. 

Feb. 18-19, 1955. Interstate Advertising 
Managers Assn.--Pennsylvania Newspaper 
Publishers Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

March 2, 1955. Associated Business Pub- 
lications, eastern conference, Roosevelt 
Hotel, New York. 

*March 12-15, 1955. Advertising Specil- 
ty National Assn., third annual spring 
specialty show, Palmer House, Chicago. 
March 16-18, 1955. Assn. of National 
Advertisers, spring meeting, The Home- 
stead, Hot Springs, Va. 

March 17-20, 1955. Advertising Federa- 
tion of America, Fourth District conven- 
tion, Tallahassee, Fla. 

April 5-7, 1955. Point-of-Purchase Ad- 
vertising Institute, annual convention, 
Palmer House, Chicago. 

April 13, 1955. Brand Names Day din- 
ner, Brand Names Foundation, Waldorf- 
Astoria, New York. 

April 16-21, 1955. National Business 

Publications, spring meeting, Boca Raton, 
Fla. 
April 21-23, 1955. Southern California 
Advertising Agencies Assn., annual con- 
ference, El Mirador Hotel, Palm Springs. 
May 9-11, 1955. National Industrial Ad- 
vertisers Assn., annual convention, Sher- 
aton Park Hotel, Washington, D. C. 
May 12-13, 1955. Inland Daily Press 
Assn., spring meeting, Drake Hotel, Chi- 
cago. 
May 22-24, 1955. Magazine Publishers 
Assn., 36th annual meeting, The Green- 
brier, White Sulphur Springs, W. Va. 
May 25-28, 1955. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 
June 5-8, 1955. Advertising Federation 
of America, 51st annual convention, Pal- 
mer House, Chicago. 
June 8-10, 1955. National Sales Execu- 
tives, convention and sales equipment 
fair, Waldorf-Astoria, New York. 
June 15-17, 1955. American Marketing | 
Assn., national conference, Schroeder Ho-| 
tel, Milwaukee. | 
June 26-29, 1955. Advertising Assn. of | 
the West, 52nd annual convention, Mult- | 
nomah Hotel, Portland, Ore. 
*July 11-13, 1955. Summer meeting, | 
Newspaper Advertising Executives Ass”.,| 
The Greenbrier, White Sulphur Springs, | 
W. Va. | 
Oct. 2-6. Outdoor Advertising Assn. of | 
America, 58th annual convention, Jeffer- | 
son Hotel, St. Louis. 

Oct. 17-19, 1955. Inland Daily Press 
Assn., annual meeting, Drake Hotel, Chi- | 
cago. | 


Inland Daily Press 
Drake Hotel, 


‘Breakfast Club’ Sold Out 
With the sale of the last un- 
sponsored segment of Don Mc-| 
Neill’s “ABC Breakfast Club” to 
Mutual Benefit Health & Accident’ 
Assn. of Omaha, the show becomes 
completely sold out as a Monday 
through Friday radio show. Bozell 
& Jacobs, Omaha, bought the time 
from ABC Radio for Mutual Ben- 
efit. 


| 
| 


Hurwitz Opens PR Office 


Myron Leslie Hurwitz, formerly 
director of special services with| 


“seed 
Week (AA. ge Tl, 31), has} For A Booming Market, 
opened a public relations office at| . : 

A Booming Magazine 


103 Park Ave., New York. He will | 
specialize in international p.r. 
| Significantly, in the midst of the 
BofA Promotes Barnes | rise — oo ene 
ice history, producers of building prod- 
eet cioe eactaaes. bas Gen ucts have notably increased their 
named assistant business manager | #4vertising in only ee 
of the Bureau of Advertising, ™#gazine in the field. House 


: | Home has climbed like a funicular 
American —" ree | railway up with the industry. Its 
Assn., New York. volume of advertising rose 18% in 


1953, 19% in 1954, and the January 


JAN. FEB. MAR. 


CUMULATIVE 

GAINS AND LOSSES 

IN PAGES OF ADVERTISING 
1954 VERSUS 1953 


*December figures not available 
ARCHITECTURAL FORUM, which showed a 160 page gain in 1954, is not 
included here because it is devoted solely to non-residential building. 


APR. MAY JUNE JULY 
1955 issue is showing a 21% increase 


over 1954's January issue. 


These spectacular gains spring 
from House & Home’s unique edi- 
torial platform. House & HOME, 
alone in the building press, is writ- 
ten expressly for the new group of 
men who have put homebuilding in 
the big leagues of industry. These 
men finance, design, construct, sell 
and supply the materials for the 
small, medium and big developments 
which have mushroomed across post- 
war America, They are builders and 


Pe Peg 


See i 


Seals 
ce @ 


AUG. SEPT. OcT. 
prefabricators, architects, realty 
salesmen, FHA-VA and mortgage 
loan officials, leading distributors 
and dealers. 

This new group of men has 
brought a new way of thinking to 
homebuilding. They are responsive 
to ideas, quick to grasp the advan- 
tages in product advances which 
will help them produce and sell 
houses. They are both manufac- 
turers and merchants of the most 
expensive product the average 
American ever buys. 


NOV. 


HOUSE & HOME 
314 page gain 


| Wpagegain 
up 1% — 
Ae a, 


ARCHITECTURAL | 


DEC. 


—and their agencies —to revaluate 
their advertising in the homebuild- 
ing field. Magazines are being 
judged now for the calibre of their 
readers rather than for numbers 
alone. This reappraisal is producing 
some startling changes in media 
selection. This is the reason why the 
fastest moving magazine in the 
booming homebuilding industry is 


house +home 
the greatest influence in homebuilding: 


These men have caused producers 
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Business Paper Success Story ... 


Cutlery Maker Feels ‘Buy American’ 
Ads Help Public-and Its Own Sales 


New York, Dec. 21—How an ad- 
vertising campaign highlighting 
the “buy American” theme suc- 
ceeded in winning a 40% boost 
in sales is revealed in the recent 
history of Millers Forge Mfg. Co., 
Keene, N. H., and New York. 

The company’s trade ads still 
stress the high quality of its hand- 
ground and hand-polished mani- 
cure cutlery. But in recent years a 
new note has been added—an ag- 
gressive assault on “foreign invad- 
ers” whose goods compete in price 
with those of American manufac- 
turers. A corollary also is stated in| 
the ads—that the success of Amer- 
ican-made goods is important to 
the health of the American econ- 
omy. 

The economic problem faced by 
Millers Forge is a peculiar one, 
for not only is it faced with strong 
competition from other U. S. and 
foreign cutlery makers, but the 
tariff on its specialty—manicure 
implements—is lower (11 to 22%), 
the company explains, than the 
tariff on cutlery (22 to 40%). 


# Millers Forge distributes its! 
products only in drug stores. In 
these outlets, the company says, its 
sales amount to about 55% of the 
total volume sold, while other 
American mantfacturers sell 25% 
and foreign makers 20%. (In the 
volume of cutlery sold in other 
types of outlets, however, foreign- 
made goods dominate the field, 
with 70% of the volume, compared 
to 30% for the American compa- 
nies.) 

The company feels that although 
_ American manufacturers of man- 
icure cutlery do some export bus- 
iness, it is a relatively unimport- 
ant quantity, since its size is limi- 
ted by restrictions placed on Amer- 
ican imports by governments in 
Europe and elsewhere. More im- 
portant, the company argues in 


its advertising, is the desirability | 


of protecting the American mar- 
ket. 

Thus the Millers Forge ads re- 
fer to the Company’s goods as “the 
only American-made cabinet line 
available through your wholesal- 
er.” And since the start of the “buy 


NATION'S LakGest TRADE TERRITORY 


A Good Buy 
NOW BETTER 


El Paso’s Two Great Newspapers 
Reach an all time high in 


CIRCULATION 
87,978* 


*Publishers' statement, six months 
ending September 30. 1954 


The ZI Paso Times 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30° Line BUYS BOTH! | 


American” campaign in 1948, the 
company’s sales have responded to 
this campaign, showing a 40% in- 
crease. 


= The company feels there is no 


question but that the ad theme has 
played an important part in this 
growth. It reports as typical com- 
ments by wholesalers such re- 
‘marks as, “That’s what American 


‘more manufacturers 
this.” 

The use of the “buy American” 
theme has been stepped up notice- 
ably in the past year. A little more 
than a year ago a typical Millers 
Forge ad, addressed to the retail 
drug trade, read in part as follows: 


would do 


“26 years ago in the pleasant city 


Advertising Age, December 27, 1954 


of Keene, New Hampshire, a bus- | “The name ‘Millers Forge’ on a 
iness was founded by a man with manicure implement is comparable 
an ideal. His name: Mr. August to the ‘sterling’ mark on silver. 
Henkel, internationally famed Forged from the finest steel, Mil- 


I ‘master cutler. His ideal: To make lers Forge products are hand- 
‘industry needs,” and “We wish. 


the best cutlery of its kind in the ground and hand-polished with 

United States. ‘honest, unhurried craftsmanship. 
“The Millers Forge Manufactur-|And many thousand American 

ing Corporation is the outgrowth|pharmacists are proudly—and 

of that ideal. Under Mr. Henkel’s | profitably—selling this time-hon- 

continuing direction, New England ‘ored line.” 

craftsmen, day after day, create a! 

flawless manicure cutlery for the|# In February, 1954, by way of 

exacting demands of the American! contrast, the company ran a page 

market. ad in Drug Topics and another, 


WBBM-TV is 

now operating at 
peak power — 
100,000 watts. 


This means 
that WBBM-TV, 
with five and 
a half times 
more power, now 
brings brighter, 
Clearer, sharper 
television into 
almost two 
million homes 

in the greater 
Chicago area. 
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with similar copy, in the N.A.R.D. | 
Journal. Headed “Millers Forge 
urges you to read this important) 
message of vital interest to the en- | 
tire drug trade,” the decidedly un- | 
usual copy presented the case for. 
American-made as against com-| 
petitive imported products as fol- 
lows: 

“This message is about a ‘for- 
eign invasion’ of the United States. 
An invasion of imported European 
manicure implements which are 
offered American druggists 


through American wholesalers. 


This economic invasion is a threat 
to a thriving American industry. 
“Before Pearl Harbor, most man- 
icure nippers and scissors sold by 
U.S.A. wholesalers were made in 
Europe. Since then the manufac- 
ture of these fine manicure imple- 
ments has become a successful and 
significant American industry. 
Jobs are created by it. Pay envel- 
opes filled by it. Purchasing power 
in drug stores produced by it. 
Should imported manicure cutlery 
displace large quantities of Amer- 
ican merchandise, a healthy indus- 


try could conceivably sicken, with 
inevitable repercussions in the 
drug and other trades. 


= “Are these ‘foreign invaders’ 
armed with lower prices? No. The 
cost to retailers through the drug 
wholesaler is no lower than the 
cost of Made-In-America merchan- 
dise. Are these ‘foreign invaders’ 
armed with superior quality? No. 
The merchandise we have seen is 
inferior to that made in our own 
land. Thus these implement im- 
ports benefit no one over here.” 


According to J. Brown Miller, 
president of the company, the 
trade has received its vigorous 
statement of the company’s case 
for its own and other American 
products with every mark of ap- 
proval, including increased pur- 
chases, and Millers Forge’s busi- 
ness is keeping its two plants at 
Keene running at a record rate. 

Mr. Miller told ADVERTISING AGE 
| that he feels the point of view in- 
‘dicated is one which American 
| business men, unless they are di- 
‘rectly interested in imports as 


it means that 
Channel 2 

can be seen for 
the first time 
in additional 
thousands of 
homes in 

this important 
market. 


ae 


Most important 
of all, it means 
that WBBM-TV, 


which already 


delivers the 


largest audiences 


in Chicago 
television, is 
now giving 


advertisers more 


viewers, more 


customers, more 


sales power 


than ever before. 


WODM-TV. 


now 

100,000 watts 
Channel 2... 
Chicago's 
Showmanship 
Television 
Station... 

CBS Television’s 
Key Station 

in Chicago 
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such, should accept sympathetical- 
ly, for the reasons indicated in the 
company’s ad copy. Loss of the 
American market to imported 
goods could be serious in many 
lines, Mr. Miller asserted, and he 
declared that it is good advertising 
to say so on behalf of a good 
American-made product. 

Other copy run by the company 
in the two drug journals features 
a handsome display cabinet, in 
which the company’s line is at- 
tractively shown. The advertising 
emphasizes the point that this cab- 
inet is free to the retailer, on ap- 
plication to his wholesaler. The 
American-made theme, however, 
is also carried in this copy. The 
following paragraph, carried with 
an illustration of the cabinet, re- 
minds the reader: 


se “Only Millers Forge gives you 
an absolutely complete assortment 
of manicure cutlery. [ts full line 
of 49 items means on-the-spot sales 
to all-important impulse buyers. 
Millers Forge is American-made 
for the exacting demands of your 
American trade—yet costs no more 
than dubious, unknown imports.” 

Placed by the E. T. Howard Co., 
New York, this aggressive cam- 
paign by an established company, 
producing a line characteristic of 
much New England manufacturing, 
is interesting because its central 
controversy is a familiar one in 
many industries, notably watch 
making, the company points out. 
And the success of Millers Forge 
advertising may be significant on 
this basis. 


Roger Slattery Joins Schnell 

Schnell & Associates, Chicago 
agency, has appointed Roger Slat- 
tery an account executive. Mr. 
Slattery formerly was ad manager 
of Pioneer Gen-E-Motor Corp. 
and of the Tile-Tex division of 
Flintkote Co. 


You're In 
the Best of 
Company 


if you’ve 


requested 


details on 


NEVIOL 


Fluorescent 


for practically all of 
the BIG names in 
business have 

done so. 

Better send for 
details today! 


SIGN COMPANY 
1133 E. Kibby Street 
Lima, Ohie 
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Advertising Age, December 27, 1954 


ful receptionist — 


“He said he’d fire her today, if she hadn‘t been with him for 25 years and married 
to him for 26.” 


The Need to Be Careful 


In the Dec. 13 issue of ADVERTISING AGE, Clyde Bedell (‘‘Looking 
at the Retail Ads’’) took out vigorously at Kraft Foods Co. because 
of a Parkay margarine newspaper ad which proclaimed, “Now get 
the margarine most people spread most. at half price!”, with the “at 
half price!” in huge letters, whereas the deal really offered the sec- 
ond pound at half price when the first pound was purchased at regu- 
lar price. 

Recalling that he had previously decried the use by Firestone of 
similar “half-price” offers which were not literally true, Mr. Bedell 
emphasized that this is the type of advertising which feeds the fires 
of advertising critics, and wound up by saying that “I am less proud 
of being an advertising man than I was before this ad appeared.” 

Undoubtedly, Mr. Bedell used strong language in his comments on 
the Parkay ad. Many practicing advertising men might say that his 
condemnation of this “half-price” offer was too strong, and that the 
“half price for the second package” device has been used so widely 
and so often that every reasonable reader of advertising understands 
exactly what the offer means, and is not misled. 

Nevertheless, Mr. Bedell has a valid—and we believe—an extreme- 
ly important point. Both Kraft and the agency which prepared this 
particular ad have reputations in the advertising field which are 
among the finest; and the same is true of Firestone and its agency 
personnel. 

For this very reason, Mr. Bedell’s comments served a useful and a 
very important purpose. Kraft and Firestone and their agencies are 
definitely not the kind of people who normally discredit advertising 
in any way. On the contrary, their normal standards are a credit to 
all advertising. Hence, when competitive pressures or carelessness 
cause them to fall from their normal high estate, the lapse is far more 
serious than if some advertiser who is always skating on thin ethical 
ice performs another gyration. 

If advertising is to continue to merit public acceptance and ap- 
proval, those companies whose business ethics are normally beyond 
reproach must be most careful in the techniques they use. Otherwise, 
it is too easy for those with lesser reputations to say, “Well, if com- 
panies like Kraft or Firestone can do this sort of thing...” 


FCC Discrimination Against Newspapers? 


We are pleased to see that the American Newspaper Publishers 
Assn. has filed a brief in the case of McClatchy Broadcasting Co. vs. 
the Federal Communications Commission. The brief charges that the 
FCC “has been and is now discriminating against persons associated 
with newspapers solely because of the fact that they are associated 
with newspapers.” 

The alleged discrimination, of course, refers to the issuance of 
broadcast licenses, either for radio or tv. And in view of previous 
actions of the FCC, it seems to us it would be hard for that body to 
‘deny that it has discriminated against persons connected with news- 
papers, solely for that reason. 

The FCC has maintained, on occasion, that such discrimination 
was useful and valid because all the news and information services 
ought not to be concentrated in the same hands, and hence that news- 
paper applications for broadcast licenses should be scanned with 
particular care. 

On the surface, this argument seems to have some merit, but the 
merit is a surface merit only. The FCC has continuing control over 
the activities of broadcast licensees, and if the facilities are not oper- 
ated in the public interest, convenience and necessity, FCC has com- 
plete legal authority to refuse license renewals. 

It seems absurd to discriminate against publishers merely because 
they are publishers. All applicants for licenses should be treated 

equally, and on their merits. 


What They're Saying 


that the dealer discount contains 
a margin for trading—or over-al- 
Our present-day economic su- lowance for the buyer’s trade-in. 
periority is based upon our historic) Yet many dealers contend that 
creation of mass production meth-| the vastly increased investments 
ods. It is high volume production that dealers have made in build- 
that has given us the world’s top- mgs and equipment since the war 
most standard of living—and also, have wiped out the margin. 
has made us envied throughout the) 7° Provide the trading allow- 
world. The art of mass production @nce, they add a pack to the top 


has been exploited in the U.S. al- Price and give it away on the 
most to perfection. trade-in. This results in public 


However, today we are begin- Cuucism Bint pore P bang and 
ning to feel the hot breaths of — en coe Coe 
the way for new-car bootlegging. 


other nations on our necks. Other | Sane? dood 8 
nations have developed the art of = Pater: Prine menery _ 
bulletin is asking the question: 


mass production and are applying ,, ; ban te 
it as fast as domestic and foreign | Which way are we going? 


consumption will permit. As other | A solution might be for the 
nations catch up with us on mass auto industry to embark on a pro- 


production and invade more and ete hog bsg vr prow — bed 
more of the world markets, our —— a a ee oe 


margin of economic superiority | 
will shrink, if indeed it does not 


disappear altogether. A : 
Therefore, our future course is) well thought-out public re- 
search program, sponsored by 


clear. America’s next great eco- ‘ : 
nomic advance must depend not so |NADA, might _ the answer— 
'perhaps before it is too late. 


° pe 
s o 
much on mass production as on | ilies tn ts Ooo 
new products developed by our “Automotive News.” 
research laboratories. 


New Products Must Be 
Next Economic Advance 


|pay less for the new car. 


—Roy C. Ingersoll, president, Bors- Expense Account Problem 


Warner Corp., speaking before Indus- ‘ ‘ 
| trial Research Corp. in Chicago. More journalism schools have 


| Which Is the Public’s Choice? ‘across the nation in past years 
Which way should we go? As than Republican job-hunters in 


chant?” 

When you strip away the ob- 
fuscation from the controversies 
raging in the auto retail field, you 
|get down to these simple ques- 
| tions. 


—the expense account. 

Anybody can learn to write a 
story who can put one word after 
another. He doesn’t even have to 
know how to spell. A smart copy 


would like to become established 
merchants, operating on a digni-) : 
fled. on cdl heaie” g ‘expense accounts than you’ll find 
| Another group represents the i most stories on the front page 


: -,,/Of your newspaper. And not a line 
heel-and-deal theory, using wild © ¥° ing ; 
be ” - ee See ee ‘of this technique is taught in the 


tactics that leave the customer in 
chools. 


a daze but with his name on the |* 
|dotted line. 


: 
| Perhaps still a third group art (which I never have been able 


would like dealers to have the) to Ga) te to Bonet even. Tou mast 


name and standing of dignified * =P Assn x haggoce entare he poy 
/merchants, but with a little razzle-| a ee ee ee See 


, |plus a missing chunk of your own 
h in 4 . 
Cues Erown oh to mere Se ous |dough. Then comes the awful time 


tomer. ‘of explaining to your wife and 
i n 
__ As firm exponents of the volume the office what happened to all 


theory of selling cars—which re-| 

sults in forcing the market—tac- | ‘hat ie a a oe 
tories believe it’s the only way to er oe a 

‘keep competition going. It’s a pity they don’t give you 
Many contend that the auto the answers in journalism schools. 


‘business is a trading business and| pon Whitehead. 


13 issue of | 


“reports that 29 editions published 


to trade; that they would rather | 
get more for their trade-in than | 


| 


| 
| 


The reward for mastering this | 


—AP dispatch from Washington, by | 


Rough Proofs 


Michael Myerberg’s puppets, 
promoted for use on tv shows, are 
said to be “more interesting, more 
charming and more flexible than 
‘live’ actors.” 

And they’re also much easier 
on the budget. 


« 

In smaller markets, suggests 
Family Weekly, expenses such as 
taxicabs and night clubs make 
smaller demands on most people’s 
paychecks. 

And in the big markets it’s the 
visitors rather than the home folks 
who support the night clubs. 

* 

“How to talk to eight billion 
dollars” is the interesting sugges- 
tiori offered by the Philadelphia 
Inquirer, but for most advertisers 
the big problem is how to get their 
owners to talk back. 

ae 

“Congress uneasy about the 4¢ 
letter,” reports AA’s Washington 
editor. 

Congressmen may not have con- 
sidered how this might help to cut 
down correspondence with irate 
constituents. 

* 

Admen who have read the exam 
offered applicants for the diploma 
of the British Advertising Assn. 
are glad they don’t have to pass 
it to do business in the U.S. A. 

4 

Richard S. Burke, manager of 
merchandise development and 
testing laboratories of Sears, 
Roebuck & Co., thinks architects 
may take away the utility room 


|just as they already have the home 


basement. 

But fortunately no one has 
threatened to eliminate the bargain 
basement. 

o 

Christmas sentiment: The ex- 
citement generated by Interna- 
tional Steel Co. on the occasion of 
its production of the 15,000th re- 
volving door has almost obscured 
the well-known fact that it’s love 
that makes the world go ’round. 

« 

“A U.S. magazine publisher,” 

says J. Walter Thompson Co., 


outside the U. S. have 75% of his 
U. S. circulation.” 
Now who do you suppose that 


\sprung up on college campuses could be? 


a 
Station WOWO claims a lot of 


“Trader Doe, the Hi-Dollar Joe?” Washington this season. But not|credit for increasing the produc- 
or as “Joseph Doe, Auto Mer- °¢ of these schools gives a course | tion of castor beans, but it is to be 
on a subject vital to all newsmen |hoped that the moppets who listen 


to its programs haven’t found out 
the principal commercial product 
made from this item. 

* 
‘tired’ 


“A nation is when it 


In one trend of thought, dealers 4@S* takes care of that, anyway. ceases to want things fervently,” 
Yet, there is more drama, more asserts Eric Hoffer in Harper's. 
good, terse writing packed into| ‘his nation will never be tired 


as long as its kids continue to want 
things as fervently as they do 
every Christmas. 

* 

The space saved by Monsanto 
in printing the name of its popular 
product All and now in introduc- 
ing Nu, should amount, according 


to IBM punch card tabulations, 


to a pretty penny. 
o 

“Find customers loyal to res- 
taurants that serve good coffee,” 
headlines the world’s greatest ad- 
vertising journal. 

The simplest and most obvious 
facts are often the hardest for 
business men to grasp. 

Copy Cus. 


ws ies tee arencic bahar: > : ‘z ee. se pipes er aa : “oe eae Fs Bak DX Wecsid : a ae Ll all de Pa Sage es ee ee PE or Meee Meg Fae EON Sey eT Ee Mee me ee 

hia EY PN L Z - a &4 ‘ ‘i * - Se ey Wot eg gen «ame | % 5 us * 4 7 s3 : a Wd ti bree 
 peaprogeat St = ; ; , = ge Z Reo so 
ae ae 

ER ial — 
ores 
Be 12 eee 
ie ‘ 
bas 
om ® 7 nee re . 

: ° 
i eae } : 
ie eee - 
ladys the beau. pies : 
é Sata : 
BS i i J . : ESE Ph eee ae : a - 
: : ike 3 eee eee a . Por ol oe ao 

ig! Olek p ene fii Ca a ~ Fiieas Se step i Seaep et 
tae hh 7 7 et 4. : em Ome a 8 ig 
oe. is) is ae Pea en A "y ; “Peters, 2 Sale Rees | 
apie Pu 14: ito at CT ra,” a . b mae (eee ee 
tee Sly eee NN SERS ae a OS sen ae kk P as) Se, a gee Mee 
pe Sh Sadist vie ee ee eras? sa 2 en eth oe Soe ; 
ae tae sy Roy al Rese a ete “ Sa lignes Mea, to) Ba bye eee aes 
bas a gt Tyuae ‘CORTE. ie oe ae aed “ nic ca rales cee 
ae aie mba TEs sons ike SEMrStL ete ot en: A CaN ¥ 3 a 4 PSN Oy AE EER S con Wet ae a ees ) 
eT rhild gg Fe aS i ct i, - * ke fe tere - 

iD ie Gee tae cb Wt gts “aes ‘ 
Tile a re Y ie re 2 wea | 
DS ta ed S34 sche an niem taken ae ia ad sd oS stg eT OR a Bao te zr ‘ 
: ye dace ol Pe See pow 
iy eg? Ee are £ We - a oan sf . SN Goat st al PRM: a es AE ro Vk rac aes . 7 

‘ae Sf LT GREE Mee AE ere cag ET aM Ps oe pe aN ies, Mg EMC eet ees 

ies ee Mea re meee ge ea LE sag : 

cae fei BS fe ee ogee ec oaes Sem a af Oise ie hs 2 lege putt Sie, 7), ees Sees “fe 

1 re ame.” Te a ete ee i ae (agree yl sie ae" Sc IC ae 
5 eae sensi sia eli gees Peqmmmmeereen: i ee reds ae Seeman agen SA ee a 
x Teg Tat memes “6 ; re Site Mee SE reacties ee aero 

ae sae Ba = meee | hs be = At < (a i i foe Mere ek ee eee a. mea Sar iy ee s 
Al Si it 6 lt es i ve: Mg a ES Soren cue ea ' a 
i_— ar re Soins rn “ois Ae as eee Gee aren hy Oe 

4 7 ae F 0 oe ‘ eae, a : 
eo a Eee ny Ca eee t ; a wd phe sa hs ope eo Y 
‘a eo hte 7) ae ‘ an ee aes S ao + 
i “ae —— 3: ia 
: t. i) Sree ae 7 ; 
oh NS 
i ee Be 
i 7 eS Lo. 
a : a " a * 
aq kt se) — ss 
; hee es a Pe aN 
aes 7 peak. ee 4 a 
ae 7 " ee pet sae ; 

A ae Nas ie cee ee aaa bart : . 
9 2 ig =. 3 hoe Teese oe ae pat o ; 
as (aes ; od scouts § - ae eee ers ee - 
sie i ‘3 sas - ee oe : fener aa aya 
PbS a rae ee ae en ee: eee ete eee ee a 
pee a Oo ee ee eee Bo sch i i eee a epee ise et Be ie 
Peale Be i RS 2 ee = WER me = i a SlicaRN Ore = FNC = ae eg 
> eae ee Cee aa ‘e er ge ee eer : ; rere erayaeew ee Pe eee) Hg Mees f E 

PO eS RS ae Pee ees es SP ee (eae oe Teele eo oe ise ae 

faa . : 

Ps eke - . 3 
5 Mca - - 2 : ard 
2s apr a 2. 
a ce So 
a 1 as 
4°33 oe 
ae ea, 
Pee Re 
ete —EE —_ Sn eee KKK LL | | ae 
a at a} 
ats -_ 
Ne 
poet ee + 
bs ae Pe | " 
Se | : 

a a : 
~s: a 
ie 

{ 
Teaes i 
f 

peaks ; 2 
We tras r 
pales: os 
ehh 

=: ; 
Ras ery z 
BAe 
hae iy 
Sem . 
been ee | 
aie ‘ tae 

piel ie a 
A oe — 
Gere _— 
eee } a 
5, E 
oe Late a 
AN al ia ay 
sien nen ee 
Be ea a 
Pt Se " 
Aires ss 
eo po 
ee 3 
Bay a 
ea puee Be. 
Sivas a 
ames — 
Aa eae ; 
ett ; 
pare ES 
Kaatiol¥. FC aa 
ae mae 4 oe 
rn ee ' ff 
aot Beet = 

Ls 4 ss 
| { : 
er j 
ae at 
se 
ad : Ts 
7 
Baia, 1; 
he er : 
foot « ¥) 
—] Comms ty ; 
a | 
hen 
* me 
Y e 
ath = 
¢, : 
z is . , ~ an ae ee ‘ 2 - Flee BA = ar. : / . ‘ cs 
ee . oe Sere Se os ae ) : ; #2 = i = ; aye ah hr. Seas ear ie we 7 eee, “ie ee = -§ Sout ic: 3 a 3 : n ra F = | Ps tie * ay : 
OL So ¢ a k : ’ = : ‘ E . rad ; : * = 3 ® ) ez" Pee a : i { ® Be eal re 
ay : ie bee i os + i ee a F Pete ri ’ = ot ea . , ¥. r fe 
‘ n : tae > i Pe . Ti ON > rg u *. eb a A ee ry = af cae ae tf wing d * . $ a hss TO 
4 bo ek agg as OR NE Sg yee BEN A oa ned eG Oe Ke? a ieee AAs dk oe ues oe es + ewe! er ee CF Ree ES a é pee RFE IM aS ESS = 1 Oe. 7 te 
+ : f rd ee ¥s 4 : aes Sys, aime , ‘the : Wd rag t ar “cite fae PD 2 ‘Si ese Anggun Ph, 24 - = ae nie * SeteCzue ~- z : Ee ve ie . 4 


L12...R14...L18...R6 


Retall Sales Top 
National Average In 


The editorial and advertising power of THE impact that has made THE INQUIRER FIRST DELAWARE VALLEY, 

INQUIRER gives you the right combination in Total Advertising for 20 consecutive years. U.S.A. 

for opening the rich pocketbook of Delaware —_ Use this combination to open the way to the Retail sales 4.6% higher here than 

Valley, U.S.A.: a vigilant editorial policy that multi-billion dollar Delaware Valley market throughout the nation! Delaware Valley, 
Y, U.S.A? a VIS 7 on rEEINOR CONSE Leis y U.S.A. (only 2.9% of U.S. population) 

has won the confidence of the people in this ...the world’s greatest industrial area. accounts for 3.1% of total US. 

ever-expanding area... a powerful advertising Schedule THE INQUIRER ... first! retail sales! 


Che Philadelphia Prquirer 


The Voice of Delaware Vailey, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 

NEW YORK CHICAGO DETROIT M SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
' 342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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K&E Adds 7th 
Foster Child as 
Christmas ‘Gift’ 


New York, Dec. 22—Kenyon & 
Eckhardt and three of its clients 
spent $1,260 on Christmas gifts this 
year. 

But this sum didn’t buy any li- 
quor or cigars. 

It went, instead, toward one 
year’s care of seven foster war 
children. 

For the seventh Christmas in a 
row, K&E is adopting parentless 
children in the names of all the 
editors with whom it does publi- 
city during the year. 

Instead of a bottle of Scotch, 
these editors received a letter from 
Hal Davis, v.p. in charge of pro- 
motion, informing them that “a 
group of seven war children will 
be cared for in your name through 
the coming year.” 

The clients participating in the 
program this year are Ansul 
Chemical Co., Mennen Co. and 
Lincoln-Mercury dealers. 

The program was started in 1948 
with the adoption of one child 
through the auspices of the Foster 
Parents Plan for War Children. | 
The K&E “family” grew to six by| 
1953 and this year an 11-year-old | 
Greek girl was added. 


s Each child will be fed, clothed 
and given other necessities during 
1955. K&E says the cost per child 
is $180. 

The gift makes foster parents 
out of all the editors on the agen- 
cy’s mailing list, and they are in- 
vited to correspond with their 
“children.” Many do. And a num- 
ber of them send gifts on their 
own in the course of the year. 

K&E started this type of gift- 
giving because it felt that “the en- 
tire idea of Christmas giving by 
business firms was getting out of) 
hand in terms of meaning.” 

Each year, now, it gets a stack | 
of grateful “thank you” letters 
from editors, saying how much) 
they appreciate this type of gift.) 
“As far as we know,” says Mr. 


The K&E plan has also stimu-| 


or cigars.” | 
. : | 
lated several other companies into | 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that open | 
82,968 doors in the multi-bil- | 
lion dollar construction market. | 
Get the free, new ACP booklet, 
| 
| 


“The Key ...”, by writing: 

Gordon L. Anderson, Sec'y. 
ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


| 
ASSOCIATED CONSTRUCTION PUBLICATIONS 
| 


CONSTRUCTION | MID-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Minneapolis, Minnesota CONTRACTOR 
St. Louis, Missouri 
CONSTRUCTION DIGEST 
_ NEW ENGLAND CONSTRUCTION 
Indianapolis, Indiana 4 Massachusetts 
CONSTRUCTIONEER 
ROCKY MOUNTAIN 
South Orange, New Jersey CONSTRUCTION 
CONSTRUCTION NEWS Soares, Crate 
SOUTHWEST BUILDER 
& CONTRACTOR 
Los Angeles, California 
TEXAS CONTRACTOR 
Dalias, Texas 
WESTERN BUILDER 
Milwaukee, Wisconsin 


starting adoption programs of their 
own as Christmas observances. 

The children now being cared 
for by K&E and its three clients 
include a _ nine-year-old Polish 
girl, a nine-year-old French girl, a 
13-year-old Czech boy, an eight- 
year-old Greek boy and two Ko- 
rean children. 


JERROLD SWITCHES TO 
NON-COMMERCIAL GIVING 


PHILADELPHIA, Dec. 22—Jerrold 
Electronics Corp. this year told 
clients and friends that its Christ- 


donation to the March of Dimes 


tarded Children. 


The money is being donated in 
the names of Jerrold’s clients and 
friends. 


In announcing this plan, Milton 
J. Shapp, Jerrold president, said: 
“We should like to strike a new 
note this year...Exchanging gifts 
‘at Christmas time has been tradi- 
‘tional for centuries. However, 
during the past few years, this tra- 
‘dition has become tainted with a 
-marked increase in ‘Christmas 
|commercialism.’ The mails have 


been clogged, desks have become. 
mas gift will take the form of a stacked with ornate cards and| 
_ beautiful 


and the National Assn. for Re-| 


gifts 
commercials) .” 


(complete with 
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|Reuben Donnelley Film 
Explains Direct Mail 
| A 16-minute animated cartoon 
‘film explaining direct mail adver- 
tising has been produced by the 
direct mail division of Reuben H. 
Donnelley Corp., Chicago. Titled 
“Dear Mr. Customer,” the color 
film, which cost $65,000, shows 
how direct mail advertising is 
created, how campaigns are 
planned and how direct mail fits 
into the media schedule of the “Z 
Corp.,”’ a mythical petroleum prod- 
ucts company. 

The film is available on request 
for showing to adclubs and other 
‘organizations from Direct Mail 


Advertisers Assn., 381 Fourth Ave., 
New York, or from A. M. Ander- 
sen, Reuben H. Donnelley Corp., 
350 E. 22nd St., Chicago. 


Batill Joins Broyles Co. 

Galen E. Broyles Co. has ap- 
pointed William J. Batill to the 
creative staff in its Denver office. 
Mr. Batill has been an account ex- 
ecutive with Hal Niemann Adver- 
tising Agency, Denver, for the 
past three years. 


Fris Advertising Mov2s 
Dave Fris Advertising, Albany, 
N. Y., has moved to larger quar- 


ters at 227 Lark St. 


a rt 


“Money makes the man.’’—Aristodemus, 750 B.C. 


“When it is a question of money, everybody is 
of the same religion.”’- 


“Money isn’t the best thing in the world. I just 
happen to like it best.’"—Frederick E. Gymer, 
copyright 1954 A.D. 


Let’s face it: mankind has always 
been interested in making money. In 
this country, the Indians made the first 
money, out of shells (and it didn’t 

go very far then either. Took 6 feet of 
wampum to make a dollar). Today, 
astute advertisers make their wampum 
out of spot radio... because they 


Voltaire, circa 1746 A.D. 
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Fawcett Survey 
Shows More Women 
Using Liquid Base 


NEw York, Dec. 21—The Beauty 
Reader Survey just completed 
by the Fawcett Women’s Group 
indicates that more women are 
using a liquid powder base these 
days. Nearly two out of three 
women polled said they use a 
powder base, and almost half said 
they use a liquid type. Max 
Factor, Avon and Revlon are the 
three top sellers of powder bases. 


Advertising Age, December 27, 1954 


and using habits was conducted 
among 1,396 readers of True 
Confessions and Motion Picture, 
Fawcett publications. The pub- 
lished results compare kinds and 
brands of makeup used, where 
they were purchased, how used 
and how selected. Figures for 1954 
are compared with those for 1953. 


= The four leading brands pur- 
chased by readers of Fawcett 
Magazines are Revlon, Hazel Bish- 
op, Avon and Max Factor, all of 
which have shown an increase in 
sales since 1958. (Maybelline sells 


The study reveals that although ately larger number of western 
drug stores are still the leading women who use eye makeup. 
cosmetic outlets, sales in drug 
stores, variety stores, food stores Schneider Joins Shaller 
and supermarkets are declining, | Hy Schneider, formerly a direct 
| while “all others” (including the | mail consultant with Medical & 
growing business of door-to-door Pharmaceutical Information Bu- 
cosmetic demonstrations) show reau, has joined Shaller Rubin Co., 
an increase. | pharmaceutical direct mail organi- 

The survey also reveals some zation, New York. 
regional differences among make- 
up users. Pink-red lipstick, for Josephson Joins Agency 
instance, is the favorite (38.3%) | Donald Josephson, formerly di- 
shade among southern women and rect mail co-manager of Hecht Co., 
is more popular in the South than Washington department store, has 
in any other region. Another strik- |joined Blaine-Thompson Co., New 


Ge} ead Sees 


r 
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The study of cosmetic buying 


almost 75% of the eye makeup 
used, the survey indicates.) 


ing regional difference aaeemnet | Fults as an assistant account ex- 
in the survey is the proportion- 


ecutive in the concert department. 


find spot radio goes so much further. 
Particularly in our 14 station-markets. 
Here, newspaper rates since 1946 have 
gone up 45.4%, on the average, despite 
sadly sagging circulation. And you 
know what’s been happening to television 
rates! A buck doesn’t go very far. 


On the other hand, in these 14 markets, 
average rates of the radio stations we 
represent have not increased... yet radio 
homes have increased 32.8% since 
1946! Thus, with these stations you get 
frequency, repetition and cumulative 
impact (not to mention flexibility and 


localized appeal) at a realistically low 
cost. For example... 


WCBS, New York, delivers 3,505 listener 
impressions per dollar to the leading newspaper’s 
286 noters—a 1,126°% advantage for radio. 


WBBM, Chicago, delivers 5,135 listener 
impressions per dollar to the leading newspaper's 
225 noters—a 2,182% advantage for radio. 


KNX, Los Angeles, delivers 3,526 listener 
impressions per dollar to the leading newspaper's 
155 noters—a 2,175% advantage for radio. 


Fact is every one of the 14 stations we 
represent not only commands the largest 
average share of the radio audience 

in its market, day and night, but also 


can deliver bigger audiences than the 
leading newspaper, at lower cost. 


For further information, for complete 
documentation of all of the above — 
statements, and for availabilities on our 
14 stations, call the nearest office of... 


CBS RADIO SPOT SALES 


REPRESENTS: WCBS, NEW YORK—WBBM, CHICAGO 
KNX, LOS ANGELES—WCCO, MINNEAPOLIS-ST. PAUL 
WCAU, PHILADELPHIA—WTOP, WASHINGTON 

WBT, CHARLOTTE—KMOX, ST. LOUIS—WEFI, BOSTON 
KSL, SALT LAKE CITY—KCBS, SAN FRANCISCO 

WRVA, RICHMOND—WMBR, JACKSONVILLE—KOIN, 
PORTLAND— THE COLUMBIA PACIFIC RADIO 
NETWORK AND THE BONNEVILLE RADIO NETWORK 
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Having trouble getting all 
your work done; seeing service 
men, meeting deadlines and 
all the hundred and one 
problems that come up in the 
advertising profession? You 
don’t have to— Pontiac has 
had 40 years’ experience in 


helping busy production men 
and advertising executives. 

Whether you buy all our 

services or one, you'll be 
pleased with the cooperation 

and efficiency of Pontiac 
personnel. Call or write and 
let us tell you more. 


TYPOGRAPHY 


UNIFIED 


pHOTOGRAPHY 


aorr> SERVICES 
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Pontiac 
Engraving & 

Llectrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 © Chicago 7. Illinois 
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Gulistan to Open 
Spring Carpet Push 

s vy = ’ 
with ‘Life’ Pages 

NEw. YorK, Dec. 22—Gulistan 
carpets will spearhead its spring 
advertising campaign with three 
full-color ads in Life. They will 
run March 7, April 4 and May 2. 

The Life series will be backed 
by promotion kits for dealers, in- 
cluding wall charts giving infor- 
mation about color, texture and 
fibers, banners, window streamers 
and a window motion display 
piece. 

Other advertising will appear in 
Better Theaters, Boxoffice, Casket 
& Sunnyside, Chicago Market 
News, Floor Covering Profits, 
Floor Covering Weekly, Hotel 
Management, Interiors, National | 
Furniture Review, The New York- 
er, Retailing Daily and Texas Ho- 
tel Review. a 

The campaign is being pre- 
pared and placed by Fuller & 
Smith & Ross, New York, agency 


| 
| 


for A. & M. Karagheusian Inc., 
maker of Gulistan carpets. 


Russell Leaves Shulton to | 
Join Indian University 

Lee Russell, publicity director | 
of Shulton Inc., New York, for | 
more than seven years, has re-| 
signed to join the Sri Aurobindo 
International University Center. 
at Pondicherry, India, as a student- 
instructor. Her appointment is the | 
result of a visit in 1951, when the 
university was founded in memory 
of Sri Aurobindo, Indian writer-| 
philosopher. Sailing next month, | 
she expects to be gone at least) 
one year. 

Prior to her position at Snuiton, 
Miss Russell held executive po-| 
sitions with Cosmopolitan, Har-| 
per’s Bazaar and J. Walter Thomp-| 
son Co. and has been a writer for 
the National Foundation for In- 
fantile Paralysis and the Greater 
New York Fund. 


Brooks Joins Celanese 

John W. Brooks, formerly v.p. 
and general manager of Spring 
Mills Inc., will become merchan- 
dising manager of the textile di- 
vision of Celanese Corp. of Amer- 
ica, New York, on Jan. 3. Mr. 
Brooks will assist John Holmes, 
v.p. in charge of merchandising, 
textile division, in all phases of 
the business. 


A 50,000 Market 
Worth Aiming At 


BENTON HARBOR - ST. JOSEPH 
MARKET'S $6,781 RETAIL SALES 
PER HOUSEHOLD 88°, ABOVE 
THE NATIONAL AVERAGE 


TWIN CITIES PerHH | % OverU.S. 
Consumer Income $5,761 nN 
Total Retail Sales 6,781 88 

Food Store Sales 1,616 83 | 
Drug Store Sales* 374 69 
Gen. Mdse. & Apparel 1,420 98 
Home Furnishings 355 88 | 
Bidg. Mat.-Hdwr. 619 116 


*Benton Harbor only. 
What's more, retail sales vol- | 
ume—$62,116,000 in 1951 for 
St. Joseph-Benton Harbor alone 
—is continually expanding, be- 
cause Michigan's Twin-City 
area population is now 50,000 
plus! 

For Double-Barrelled Results 

Advertise in two evening papers 


NEWS-PALLADIUM 


ST. JOSEPH 


HERALD-PRESS 


27,170 ABC total circulation—with ne duplication 


Meyers Joins ‘McCall's’ 

Wilbert Meyers, formerly with 
Marshall Field & Co., Chicago, has 
been named art director of Mc- 
Call’s Pattern Book and McCall’s 
Pattern Catalogs. 


Horstall to Leave ‘Aero Digest 


Gordon Horsfall will resign as) 


advertising sales manager of Aero 
Digest and Aircraft Year Book 
Dec. 31. He will announce his plans 
later. 


Hoover to Receive 
NBP Silver Quill 


WASHINGTON, Dec. 21—The 1954 
Silver Quill award of National 
Business Publications will be pre- 
sented to former president Herbert 
| Hoover. 

Mr. Hoover, who is now chair- 
/man of the Commission on Organi- 
zation of the Executive Branch of 
the Government, will receive the 
award at a formal dinner to be 
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held here Jan. 21. Vice-President 
Richard M. Nixon, as last year’s 
winner, served as chairman of a 
committee of 14 NBP publishers 
that named the former president 
as recipient of this year’s Silver 
Quill. 

NBP will salute Mr. Hoover “as 
the first President of the United 
States to recognize the far-reach- 
ing values of business publications 
to the economy, by making entre 
at the White House possible for 
their Washington correspond- 


ents...’ Traditionally, at the din- 
ner government officers and busi- 
ness leaders outline their predic- 
tions of the national economy for 
the year ahead. 


Felt Co. Boosts Campagna 
American Felt Co., Glenville, 
Conn., has appointed Frank T. 
Campagna eastern division sales 
manager to succeed the late Philip 
H. Lang. Mr. Campagna has been 
in charge of the company’s engi- 
neering and research division. 
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Deviled Ham 
Canner Seeks 
Entre as Entree 


(Continued from Page 3) 
in Better Homes & Gardens, Good 
Housekeeping, Ladies’ Home Jour- 
nal, This Week and Woman’s Home | 
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Companion. Different food combi- ; 
nations will be promoted. During have available point-of-sale ma- 
the first quarter, it will be rice terial for tie-ins with products fea- 
with deviled ham. In the second, tured along with the deviled ham. 
quarter, it will be cheese with) Part of this material will be an 


deviled ham. Sandwiches will get | outsert—a round recipe pamphlet 


in the third) 


the major stress 


quarter. 


which can be placed on top of the 
Underwood deviled ham can. 

| Underwood, still a family bus- 
s A trade schedule will be placed iness, first marketed canned dev- 
in Chain Store Age, Food Topics, iled ham in 1867. It now packs 30,- 
Progressive Grocer, Supermarket 000,000 cans each year at its plant 
Merchandising and Yankee Food here. 

Merchants. BBDO has been Underwood’s 


| 


group head; George Sanders, art 


director; Mark Tishler, account ex- | 


ecutive, and Richard Howe, group 
head. 


‘Look’ Boosts Ralph Noble 

Ralph Noble, 
Look’s New York sales staff, has 
been named Cleveland advertis- 
ing manager of the magazine. 


SERVES ADVERTISERS BY PICKING 
PROSPECTS OUT OF PEOPLE... 


Chilton selects readers under the most rigid regulations. 
This quality circulation carries the advertisers’ message 


There’s more to the Chilton story! Ninety-two Chilton 
staff editors, made up of engineers, merchandisers, and 
other experts in their fields, set stern standards of edi- 
torial conduct; everlastingly are concerned with the 
maintenance of editorial excellence. This pays off for 
the advertiser in sustained reader interest in Chilton 


publications. 


Quality circulation . . . editorial excellence. This is the 
combination that makes Chilton publications a dynamic 


straight to those who make the buying decisions— 
Chilton readers are prospects, not just people. 


power that penetrates deep into the fields Chilton serves 


to move goods and sell services. 


CHILTON 
COMPANY 


(nconponaren) 


Chestnut and 56th Streets, 
Philadelphia 39, Pa. 


100 E. 42nd Street, 
New York 17, N. Y. 


For grocers, Underwood will) agency sin¢ée 1938. The account is | 
now serviced from the agency’s | 
Boston and New York offices by | 
the following: Jean Cordiner, copy | 


| 
| 


MARY, DON’T TELL || HOLD YOUR HORSES! 
ME YOU FORGOT. | PUT ALL. THE 
, _L UNDERWOOD sanowicHEes 
i ta 


— SA 
one: : 
5 ¢ derwood § 
4 Eggs stufled with Ur 

SN ae nother popular picnic treat 

. Everybody loves Underwood s 
in sandwiches. salads, hot dishes 
and cold snacks! 


: ‘THE ORIGINAL,...ALL PINE WAM, -ZESTFULLY SEASONED 
Sores For 87 years Amarco's forerte spread : 
PADLOCKED—This cartoon style of 
advertising has been abandoned by 
William Underwood Co., Water- 
town, Mass., at the same time the 
company begins distributing a 
larger can of deviled ham, along 
with the familiar 2%4-oz. size. 


Stickin. 


i Around 
with KLEEN-STIK | 
WHAT'S IN A NAME? 


Got a name you want to stick in 
people’s minds? Stick it in front 
of their eyes at the point of pur- 
chase! *‘And you can’t hardly get 
no better’? method than KLEEN- 
STIK. No glue... no muss... no 
fuss... this super adhesive goes up 
easy and sticks tight on any 
smooth, hard surface. Stays up, too, 
to deliver jillions of customer im- 
pressions. F’rinstance: 


LY 


CALVERT LOBALL 
THE EW TASTE TREAT. 


HIGH OR LO? 
Getting people to call a whiskey 


drink anythin but the time- 
honored ‘“‘highball” calls for a 
oreo Jigger of courage ... plus a 
dash of difference in your P.O.P. 
material. But the les Promo- 
tion “‘brains” at CALVERT DIS- 
TILLERS CORP. did it with this 
striking ‘‘Lo-Ball’’ piece, silk- 
screened in Saturn Yellow Day- 
Glo on shiny blue foil. Backed 
with peel-an’-press KLEEN 
STIK strips, it’s easy for sales- 
man or tavern owner to post on 
back-bar mirror or other surface 
for high (not lo!) visibility. 
ADMIRAL SCREENPRINT, 
Chicago, did the dazzling produc- 


tion. 
argente = BALL 
: & = ane j 
Af on? (Whiskey 
Te ee 
Glow, Little Glow-Ball! 
A highball becomes a ‘**Glo-Ball”’ 
when made with SQUIRT, says The 
Squirt Company, of Beverly Hills, 
you-know-where. HUGH McKEL- 
LAR, Squirt’s Advertising & Sales 
Promotion Mgr., had the idea car- 
ried out in this attractive streamer, 
featuring glowing red fluorescent to 
gain attention. And as in so many 
other Squirt displays, he added 
KLEEN-STIK strips for extra-easy, 
extra-effective posting. 


Have yourself a “ball”? in the 
P.O.P. department with KLEEN- 
STIK. This moistureless self- 
sticking adhesive makes matchless 
window streamers, die-cut 
plaques, shelf-edgers, bumper 
strips, and lots more! See your 
— printer, lithographer, or 
silk screener — he’1|l show you sam- 
ples and give you more ideas. Or 
+ oe can get our free ‘“‘Idea-of-the- 
onth”’ service — write today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 


Pioneers in pressure sensitives for Advertising and Labeling 
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THE ROSE BOWL (cap. 100,188) couldn’t 
hold all the company directors (161,370) who 


read Newsweek ... now well beyond the million 
circulation mark. 


IT WOULD TAKE THE S.S.UNITED STATES A PULLMAN TRAIN 110 MILES LONG = 
(passenger capacity 1,982) 918 trips to carry all the would be required to carry all the executives (532,000) , 
Newsweek families with incomes of $7,500 or more. who read Newsweek. 

Average: $11,896! 


ALL THE PRIVATE HOMES IN MASSA- THE POLO GROUNDS (cap. 54,500) couldn’t 
CHUSETTS (731,836) do not equal the number of seat all the company presidents and vice-presidents 
homes (743,000) owned by Newsweek’s families. (102,000) who read Newsweek. 
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What every Advertising Man 


should know tight at the start of ‘5b... 


NEWSWEEK’S MILLION FAMILIES even ex- 
ceed Chicago in buying power—$11,860,000,000 as 
compared to $11,650,000,000. And probably well over 
twelve billion in 1955. 


Sia, 


IT WOULD TAKE S. CLAUS 567 TRIPS to 
thank all the advertisers who made 1954 the biggest 
year in Newsweek history—with an all-time high in 
revenue, over $15,600,000, 


5S EMPIRE STATE BUILDINGS couldn’t quar- 


ter all the corporate officers (137,000) who read News- 
week (Empire State cap. 25,000). 


Serving 
America’s 
Most 
Significant 
Million 


® @ @ In fact, the Newsweek Million provides more 
high-income families and more executives... per 
advertising dollar...than any other magazine of 
1,000,000 or more circulation. Worth remember- 
ing—for a Prosperous New Year. 
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This Week in Washington... 


Two-Pronged TV Probe Building Up 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Dec. 23—There’s 
good possibility that at least two 
Senate committees will be poking 
into the doings of the tv industry 
after Congress assembles. 

Since fall, the Senate interstate 
commerce committee has had a 
special staff looking over the net- 
works. Now there is word that 
Sen. Harley Kilgore (D., W. Va), 
who becomes chairman of the ju- 
diciary committee in January, is 
also considering an expedition in- 
to tv. 

These investigations are under- 
standably distasteful to the indus- 
try, which is busy developing a 
great new service for the public. 
But the members of the Senate can 
hardly ignore the howls of anguish 
which reach here from those who 
have been hurt in this process of 
development. 

Nearly a third of the u.h.f. sta- 
tions authorized by FCC have 
failed—most of them without ever 
getting on the air. On the other 
hand, the lucky owners of v.h.f. 
stations have been turning over 
their properties at fancy profits. 

Congressmen feel they should 
know why this happens, and 
whether something can—or should 
—be done about it. 

& « ® 

Another Probe? Sen. Kilgore 
is moving carefully before commit- 
ting himself to a radio-tv probe. 
He’s on the record with pointed 
comments about patent arrange- 
ments, network affiliation con- 
tracts, newspaper ownership and 
subscription tv. But he says no in- 
vestigation should start until its 
purpose has been carefully defined. 
He’s getting advice from a long- 
standing friend, Howard Chernoff, 
owner of WTAP-TV, Parkersburg, 
W. Va., and he has talked with 
Frank Stanton, president of CBS. 

There is still no certainty that 
Sen. Kilgore will be in the picture. 
For one thing, there are jurisdic- 
tional conflicts with the Senate 
interstate commerce committee 
which must be resolved. And after 
this is settled, there is still the pos- 
sibility that some other senator 
will get chairmanship of judici- 
ary’s monopoly subcommittee. 

+ oe ¢ 

Tax Desperation: liquor, tobac- 
co and automobile people who 
hoped for excise tax cuts this year 
are discouraged to find Democrats 
supporting the Administration plan 
to freeze excise and corporation 
taxes at existing levels for another 
year. 

Business leaders long ago recog- 
nized that corporation income tax- 
es will stand at the 52% rate until 
that ever receding day when the 
federal budget is balanced. But 
some had hoped Democrats would 
insist that excises on liquor, tobac- 
co, gas and auto parts be allowed 
to drop from peak rates imposed | 
at the beginning of the Korean 
War. 


As they see it, excise tax cuts | 


will be lost for two years if they 
are not obtained now. “With Pres- 
idential elections coming, Con- 
gress will cut personal income tax- 
es in 1956,” they say. “Since the 
budget certainly won’t stand a cut 
in excises at the same time, we 
have to get ours now—or resign 
ourselves to the existing rates un- 
til 1957.” 
* * * 

Census on Schedule: Census of- 
ficials say that, much to their sur- 
prise, forms for the 1954 censuses 
of business, manufactures and 
mineral industries will be in the 
outgoing mail on Jan. 7—right on 
schedule. 

Because Congress delayed its 
decision on the census until late in 
the last session, printing of forms 
and mailing list revision was 
pressed at forced draft. During the 
past ten days, assembly lines have 
operated on a 16-hour basis, ad- 
dressing and assembling some 2,- 
000,000 packets 
enough to fill 50 postal trucks. 

Bottle-labeling machines are be- 


ing used to paste address cards on | 


question forms. Then forms are 
fed into collating machines, which 
add instruction sheets, covering 
letters and a cardboard cover 
(with window cut-out exposing the 
address), then drive two staples 
and paste on a sealing strip. 

Since the three collating ma- 
chines can’t keep up with the 10 
labeling machines—which turn out 
140,000 addressed forms a day— 
the collating machines are supple- 
mented with a manual line con- 
sisting of clerks who busily as- 
semble packets by picking sheets 
from a large-size “lazy susan.” 

. * e 

Third Class Headaches: It is 
easy to see why users of third class 
should be uneasy about the cur- 
rent storm over the Post Office 
Department’s “simplified address” 
service, authorizing delivery of un- 
addressed bulk third class on city 
routes. 

With newspapers carrying arti- 
cles and editorials critical of so- 
called “junk mail,” irate citizens 
are forwarding hundreds of ex- 
amples of “junk” to Postmaster 
General Arthur Summerfield each 
day. 

Here’s the disturbing thing: 
While the newspapers refer to un- 
addressed bulk matter, the irate 
citizens are less. selective. An 
amazing percentage of the mater- 
ial bombarding Mr. Summerfield 
is ordinary third class, complete 
with addresses. 

It looks as if all third class is 
evil in the minds of many of 
these people. 


French Names Harshe-Rotman 

R. T. French Co., Rochester, N. 
Y., has appointed Harshe-Rotman, 
Rochester, Chicago and New York, 
to direct a public relations pro- 
gram. Plans are being made for 
French’s line of parakeet, canary 
and other pet foods. 
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surveys tell us that 


rock istane’s WHBF 


leads as the QUAD-CITIES’ 
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CBS FOR THE QUAD-CITIES! 
: Les Johnson, V. P. and Gen. Mgr. 
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| (Continued from Page 2) 
/each salesman more than a volume 
producer by emphasizing a balance 
of good business ability. And, of 
course, the ratings pick out what 
Lee believes to be its best sales- 
men. 


s Competition for membership on 
the advisory panel is spirited, the 
company reports. Part of the rea- 
son is that the winners’ chance to 
sit down with top executives and 
tell them what salesmen think 
should be done to improve the 
company. 

During the four-day visit to 
Lee’s headquarters in Kansas City, 
the advisory board members get 
the full red carpet treatment. The 
man selected as chairman of the 
panel gets the Presidential suite. 
Each man is assigned a private 
secretary. After each daily work 
session, the advisory board is en- 
tertained by company officials. 

All of this costs money. But, says 
Mr. Reynolds, the advisory board 
plan pays off in three ways: 

“It stimulates all of the salesmen 
to sell more merchandise; it does 
an excellent job of training the 
salesmen; it improves company 
policies, continually keeping them 
in step with changing market con- 
ditions.” 


= This week, as they pored over 
dozens of suggestions and recom- 
mendations made by the 1955 
board, company executives said 
they still are enthusiastic over the 
results. There are, they add, sur- 
prisingly few suggestions that are 
without merit and almost no per- 
sonal gripes aired at the annual 
meetings, although the salesmen 
are encouraged to be as frank as 
they want. 

Most of the advertising and 
merchandising recommendations 
of the board are still closely- 
guarded secrets. George W. Lee, 
sales and advertising v.p., says: 
“This last advisory board meeting 
is a million-dollar trove of money- 
making ideas. We’ve gone to a 
great deal of trouble to get them 
and we don’t intend to give any of 


ie | them away until we’ve had a 


'a | chance to put them to use building 


Be BUILDING, ROCK ISLAND, ILLINOIS 
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1) wait 


|sales for H. D. Lee. 

| “Tf you want to know what 
|most of them are, you’ll have to 
til you see them on the 
counters of the nation’s dealers or 
|in the pages of the national maga- 
zines,” he added. 


m However, he said, there are 
some findings of the board that 
can be discussed now: 

1. The most helpful thing to 
Lee dealers during 1954 was the 
increased use of national advertis- 
ing. Emphasis next year will have 
to be on aiding dealers in control- 


Lee 

PROGRAM PLANNERS—Agenda of the H. D. Lee Co. Salesmen’s Advi- 

sory Board meeting is mapped by George W. Lee, advertising and 

sales v.p., Irving Goldberg, retiring chairman of the panel, and L. F. 

Osterberg, chairman of the salesmen’s group for 1955. The board 

picks its topics, with executives raising points upon which the com- 
pany wants the sales force’s opinion. 


Clothing Maker Gets Marketing Tips 
in Brain-Picking Meet with Salesmen 


Advertising Age, December 27, 1954 


Osterberg 


good range of styles and sizes in 
stock. ; 

2. Demand for  western-style | 
denim jeans will continue to grow. 
next year, and this should be con-| 
sidered in merchandising pro- 
grams. | 

3. Lee dealers use newspaper | 
mats more often when salesmen. 
deliver them than when mats are. 
mailed to dealers. 

4. The most effective Lee dis- 
play, according to the salesmen, is | 
a 3’ counter card showing a rear | 
view of a bowlegged cowboy clad) 
in a pair of Lee jeans. | 

5. Sales of denim and twill work 
clothes will expand more than) 
could otherwise be expected be- | 
cause youngsters wear the stuff 
to school and college more than did 
previous generations. Also, the) 
teen-age tastes show indications) 
of carrying over to adult prefer- 
ences. | 

Recommendations by the board | 


cover a variety of subjects, from 
adding or removing slide fasten- 
ers to garments to putting colorful 
tags on buttons or pockets to make 
sales pitches in self-service depart- 
ments. Lee salesmen also advise 
on styling and display material, 
basing their suggestions on what 
they see competitors doing. 


@ Last year’s advisory board asked 
for advertising-promotional pack- 
ages integrating national advertis- 
ing and display themes. The first 
seasonal campaign of 1955—built 
on an April shower theme to em- 
phasize non-shrinking qualities— 
will provide tie-ins for merchants 
and was drawn up to answer the 
board’s request. 

A few years ago a board said 
that herringbone twill, until then 
a staple item, was losing favor 
with customers and suggested that 
twills in matched colors be mar- 
keted. This led to Lee’s Chetopa 
Twill line, production of which is 
still expanding and counted upon 
to take a larger share of sales to 
do-it -yourself homeowners. 


s Not only veteran salesmiei: sit on 
the advisory panel. Almost every 
board has had a few men who have 
been with Lee less than five years. 
One member of the 1955 board, 
Sidney Duboys, started to work for 
the company the day the contest 
opened last January. 

Severai men have won seats on 
the board repeatedly, and the ad- 
visory group has been a spring- 
board to other jobs: Lee’s adver- 
tising manager, R. L. Egerton, be- 
gan his upward move after win- 
ning a seat on the 1941 panel, and 
Willis Gremp, west-central divi- 
sion sales manager, was promoted 
after he was awarded his place 
on the board the first year he 
worked for the company. 


Polk Bros. Names Huebner 
Polk Bros., Chicago furniture 
and appliance chain, has appointed 
H. C. Huebner v.p. in charge of 
merchandising. He formerly was 
sales manager of the appliance 
division of Harry Alter Co. 


November Sales of Chain Stores 


1954 1953 

Food Chains 

Colonial Stores $ 24,572,346 $ 23,391,255 
“Grand Union .. 17,168,666 16,017,977 
GO vsaesecs 23,264,367 20,478,080 
Kroger Co. ... 85,076,692 82,896,922 
National Tea . 42,693,487 37,618,130 
Safeway ..... 128,590,296 118,933,704 

Group Total .$ 321,365,854 $ 299,336,068 
Mail Order 
iSears, Roebuck 290,897,818 275,520,789 
OO eee 15,820,250 14,532,791 
1Montgomery Ward 93,530,642 98,433,620 

Group Total .$ 400,248,710 $ 388,487,200 
Drug Chains 
Peoples ...... 4,530,641 4,409,820 
Walgreen ..... 15,048,762 14,381,641 

Group Total .$§ 19,579,403 $ 18,791,461 
Variety and Miscellaneous 
‘American Stores 47,776,441 45,148,856 
Beck, A. S. Shoe 3,323,318 3,263,120 
Bond Stores ... 10,008,771 8,609,591 
Butler Bros. .. 8,972,917 10,060,875 
*Diana Stores Corp. 2,461,982 2,341,997 
Edison Bros. 6,277,355 5,881,987 
Fishman, M. H. 1,133,392 1,079,070 
Gamble-Skogmo 9,521,711 10,190,626 
Grant, W. T. .. 31,644,069 28,830,157 
iGreen, H. L. .. 9,809,781 9,493,610 
Howard Stores . 3,538, 2,937,097 
Interstate Dept. 

rrr 6,205,150 6,098,329 
Kinney, G. R. Co. 3,544,000 3,347,000 
Kresge, S. S 29,830,666 28,903,601 
Kress, S. H 14,334,546 14,185,848 
, sar 13,732,626 12,447,839 
McCrory ...... 9,260,322 9,048,899 
1McLellan Stores 5,052,852 4,776,220 
Melville Shoe .. 7,746,850 7,221,475 
1Mercantile Stores, 

Pee 13,054,000 12,694,000 
*Miller-Wohl Co. 3,060,975 2,881,955 
Murphy, G. C. 15,651,550 15,357,483 
National Shirt Co. 1,704,380 1,571,288 
Neisner Bros. .. 5,617,282 5,484,209 
Penney, J. C. . 109,094,519 105,456,771 
Rose’s Stores .. 1,969,434 1,856,937 
“Shoe Corp. of 

America .... 4,960,846 4,696,570 
4Sterchi Bros. 

eee 1,169,276 1,162,666 
Western Auto . 11,622,000 12,596,000 
White’s Auto Stores 1,980,696 1,674,367 
Woolworth, F. W. 63,610,912 59,797,840 


Group Total $ 457,661,119 $ 439,095,283 
Combined Total $1,198,855,086 $ 1,145,710,012 
“Four weeks and 39 weeks. °Four weeks and 48 


ling inventories while keeping a/Four month period, ‘Nine month period. 


% Gain Ten Months———, % Gain 
or Loss 1954 3 or Loss 
+ 5.1 $ 218,815,000 $ 213,536,088 + 2.5 
+ 7.2 162,929,561 150,394,373 + 8.3 
+13.6 252,590,481 222,590,481 +13.5 
+ 3.0 1,001,052,404 97,936,222 + 3.0 
+13.5  477.355,592 427,020,718 +4118 
+ 8.1 1,911,567,628  1,431,533,847 + 5.6 


+ 7.4 $3,624,310,666 $ 2,543,011,729 + 3.2 
+ 5.6 2,496,233,246  2,568,636,723 — 2.8 
+ 689 111,110,736 115,935,932 — 4.2 
— 5.0 775,195,531 886,630,090 —12.6 
+ 3.0 $3,382,539,513 $ 3,571,202,745 — 2.5 
+ 2.7 48,734,759 48,498,681 + 0.5 
+ 4.6 165,107,740 160,901,357 + 2.6 
+ 4.2 $ 213,842,499 $ 209,400,038 + 2.1 
+ 5.8 396,936,706 372,634,334 + 6.5 
+ 18 —— 
+16.3 71,298,422 74,068,536 — 3.7 
—10.8 110,560,305 116,547,203 — 5.1 
+ 5.1 9,619,362 10,031,041 — 4.1 
+ 6.7 70,287,259 72,400,604 — 2.9 
+ 5.0 10,832,237 11,103,592 — 2.4 
— 6.6 108,516,456 117,747,488 — 7.8 
+ 9.8 257,123,584 246,606,370 + 4.3 
+: 3.3 83,380,823 83,718,778 — 0.4 
+295 22,051,116 22,875,369 — 3.6 
+18 49,467,064 51,026,279 — 3.1 
+ 5.9 37,157,000 36,303,000 + 2.4 
+ 3.2 275,500,045 277,068,722 — 0.6 
+ 10 138,020,006 141,769,807 — 2.6 
+10.3 116,612,909 116,641,919 —— 
+ 2.3 85,770,103 86,467,876 — 0.8 
+ 58 45,857,895 46,248,800 — 0.8 
+ 7.2 86,423,695 86,408,040 —— 
+ 2.8 99,970,000 101,504,000 — 1.5 
+ 6.2 11,527,257 11,298,199 + 2.0 
+19 149,388,248 155,185,137 + 3.7 
+ 8.5 14,635,662 15,944,560 — 8.2 
+ 2.4 53,120,105 55,141,624 — 3.7 
+ 3.4 927,655,782 938,865,162 — 1.2 
+ 6.0 18,673,852 18,613,432 + 0.3 
+ 5.6 55,646,494 53,153,455 + 4.7 
+ 0.5 11,058,289 11,422,869 — 3.1 
— 7.7 146,015,000 161,363,000 — 9.5 
+18.3 19,566,990 18,056,121 + 8.4 
+ 6.4 595,123,271 591,909,373 + 0.5 
+ 4.2 $4,077,795,937 $ 4,102,124,690 — 0.6 
+ 4.6 $11,298,488,615 $10,425,739,202 + 8.4 
weeks, *Ten month period. ‘Eight month period. 
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What makes a newspaper great? 


Who is Santa Anonymous? Even the 
North Pole’s No. 1 citizen, Santa 


_Claus himself, doesn’t know the iden- 


tity of the upstart Kris Kringle who 
for the sixth season has been lending a 
hand on the Upper Midwest gift route. 
Last Christmas this lovable inter- 
loper called “Santa Anonymous”’ de- 
livered nearly 11,000 gifts from nearly 
11,000 donors to nearly 11,000 kids 
throughout this great region. And the 
real St. Nick can count on having 
even more anonymous assistance this 
year! 

Santa Anonymous was born in the 
brain of a Minneapolis Star and Trib- 
une reader who got tired of exchang- 


ing foolish “‘gag’’ presents with co- 
workers at office Christmas parties. 
Why not, reasoned this unsung genius, 
give worthwhile gifts that children 
would enjoy; gifts that could be col- 
lected after the party and distributed 
to needy youngsters? The idea was 
presented to George Grim, Minneap- 
olis Tribune columnist . . . the Upper 
Midwest equivalent of delivering a 
snowflake to a whirlwind. George Grim 
wrote. Santa Anonymous was in busi- 
ness. 


From the very start the complete 
anonymity of Santa Anonymous 
charmed the populace. Last year 178 
different groups contributed thou- 
sands of packages tagged as simply as 
“To a girl baby,” or “‘For a boy of 6.” 
Industrial and office workers, mem- 
bers of PTA’s, lodges, unions, clubs, 
scout troops, fraternities, sororities 
and hundreds of individuals found 
irresistible novelty in being the un- 
named donor of a mystery gift to an 
unknown child. 


Grim cadges space in the newspaper 
office for a Santa Anonymous ware- 
house and forwarding depot. Truck 
drivers, telephone operators and other 


employees freely give their time to 
collect and distribute presents. No- 
body gets any credit, nobody wants 
any... least of all George Grim, the 
Minneapolis Tribune “I Like It Here’”’ 
columnist whose enthusiasms for Up- 
per Midwest people, projects and 
achievements are contagious enough 
to infect residents of a 224-county 
area. 
And once again, the two best-read, 
best-liked, most-respected newspapers 
in the Upper Midwest are playing 
their part in bringing good ideas and 
good people together...and they 
now present the Santa Anonymous 
Story in this space so that other people 
may know it and see it work in their 
own communities next Christmas. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY ~ 485,000 DAILY 


JOHN COWLES, President 


ipoas RL tek tag ht cates tages ae ae La We, Lye 6 ad oe Si £3 ; °. ip OTR = ge aD x * ee Pye %, Pig Sate AERA ets" OF & see ey Cl fete ee, be precio 
3 Pome 2 i z 5 ‘ > : ‘ et aT “ - oe. phe py 3 RS ican Vd Be fae ' | we) er Lay oes 
s rah tbegt f me een ae ET Fas , 4 oes Po uber ve * eee Sys ae eis 3 cae eS ee te gy EE ee: Rita i era iy hd hy Geren: ; 3 Beene 
es RP i BF hn ath Sania ii ay bean ey, ‘ wees a9 aioe, eel Ng Ses 2 epee ee ee “say Bie nia Reena 4 oti ecs pai ai Teen: Spa Mas cs : eee tte a HS} ae | ada See sei 
pean ree nrahe wae ie eT SE ioe and SCRE! ae yea eee teh es CIE atte a Oa ANC A Pa tee a ee sie Se eR ME Me rice) ye Fn Oeil aigemer err pete on os UA Recoaton: SOE a Meee > tee 2 
ee em eas te ; Cn pr Se Tae ie Ret st LING BG ies, he i Lg a re Se ee ae eee | a 0S ey eee Cement ME Noel eo Bue are ee ip hee e it = ae a ; Pier ie ie 
pa i eee ee ee Be ee a eed pera g : zig Geese . nue a pre aoe ee ee sae ae a si Bgl aia ats te hee en aM = a of Re Rh mh et = tan Fei ae ay 
oF ee eee pe ey et Adil ates wnieater is se! ae ee Sais Crake Pome © ae fee ee ee Stags is 
rd aed Beatie el Jes ee ea : is ate eam eal ee En we de ee <i = fc "ie al ‘ tw é x < R it « * aes 
< ae gaat Se o Be : Resaceuce p ars ‘ ; ; te ‘ “ es 
= Ee 
re pet: 
ene « . a i 
pee ' 7 
gee Ks . ; { ‘ $ 
to i a iy fr i * Ko oe he eS td ioe, ee cain oe ee nes oe 2 Res ete + shied ys Lagat: sis a 4 wen — a 3 7 oS ee _ o . 
: ves. ete pa ee ee een RST gm. MC = 3 o Sthis s e Ee Stil igteradles ae as 
es Aa aia ———- a elke : mv : so oat an cg) oer. Se vee he sen ae 
Scare! serge Pa Pe ee as i a Oh en eh EL nl ea ae ‘ 
‘ fn ee 3 4 ro aA oe e cee 7 7 Tees at 2 Reig! = 
-~ ; Rae y ee, gp pe eae ae Le 
aes * ° aan aE fae 70 a Lefceee = Nie tig ar ew , ie oA pga. torgee Pepi hg rc 
: be ae: ro hapteS E — lt” ie ee Set © eign eee a a aa ome. PPE ete « 
Lie ia Pipi Ie F co 2 Ge re et wee Si, ete ee oat eh = Poe PE RAO EO Se Ge gnee 
i ae: ic 2 oe a we ce as pase DR gee Ee ss 
: ee Sree Ree 4 es : ge Se Seek ae aR Eee ea x tren, ee i rs ee a ae 4 SSeS PS ea nk Gs 
aaa Pee) Nea as ee aes pes Ca ee : me Sk ON fom ay, per eee me eo ee ‘ee : _ tac eee SS oS Se Reena ne ‘. Ata eae 1 ie Sa = 
ee a a aaa 5 apo. 2 ae ean _ = ee alle” See 1 tai MI ga OR oa AR eu Ok Sell ior oR a cr Mae cae” EA a a eames a i 
a | eer ee ee eae Se Stee: a ges a oat ‘ . +6 pice ae = hy oT ire eas ae ag ie Si Seat petals ohms ene eRe Wet ctu. 7 aie ide eG is 
ges Bee ae > tir al iti i ee RO acer Spe es. . , Shen ey Ee mace A tae tir Wueeame a ern ers a: cee. ae ie ; SoM a = 9, A OO NR et Conde ae au 
jee pt ee sae: ae Ee eee ee = AS Se, ee ee ee eRe So a oe ke Re Ot jas 
eens a Cri EN oe eaciye = Pere arr e hapa ie Agee ae ne Fe 2 A a et Maer go Es er tall Pe BR ei woe tn PIS cg a ce ee ee ooo 
ae 4 Oe Ee bis 5 Me Cee a une ONT eres ewer ee flO ete he SE? ee Fay fh : : ptt eee males 9 agers en a Sti YRS pie = Ee re fy 
ae ed ag abet RT Soe rime Ss eae (ee NS AMM ai ieee Rie baa i Cv iets nat gia . a = Tae ke pcoek e ae, _ eee ce Tle a8. fw AS a) so i ade = See te ee ite Cada SOR : ic 
 &§ Ee a ee Oe SE eB ee ee eg. nae ee ees ee : 
bike i nivat a Ro ee is See Nae a a * } ie a“ im oe aro Ay aie 
ah ies ee eg ot ae a ene : : - e * Py nin rae Mee mee mers i ay 
: se es 2 yee es . — + » rh Ec) em: Stan - eae Biot es 
ein. & e oe Sa p SERN cy oma ae mmm la ; 
- aes a 7% ‘* t ian a. ed - Be ee ec ee are Bae mae A Pt, : 
} ee Hy. P Pee = en eA Wa a SuSE Ror 9 ened 5, SF as te” oe: r 
es az. > ; tea , igeeet OEE BR OTT OE ee Be em aye a ss : 
? it Tae _ hee * g Wa gee tant Set wee ae Ai ek mee soset 3 in AS: i an is oeoe RE” ie ee : 
aes - a x a Oh ee oo oe Paes ah IS. F yoye eam "eS aay yee ei Bere eee oe ey, a ©. 5 
an er 2 - oA eae te : ad Seer eS ae a2. URE a! ais cheer Pe Reiteckicaen ec. Eis 
(a i a oe ¥ : f ae a5 Se arog ay op me ia tiie a soa ee eee aT ee eit oe 
ae ‘i i ee Me " ; x 4 Ue a ie : pane os ee Seas been ‘2 ae 
nae }} yee = é ¢ 2 ie By ad erage ee A ee [noe , a 
Or i) : ae f : : P > Re WR mle temas i Se aw Be a 
ae } vi » ; ? Rene eeu SP Oye Aan. : : ; : 
a ii) e a eg y atone elie os eR rg 
: ; shoe aS . - eae 2. eee 5 eer es eT ete > 
i i Ss meg wee Ws commen Sete. ‘ : 
: a “ "4 —— 7 ae S ‘ 7: ra a : » : oe a 
=, - et. all ae — a " a Cie. 3 : -s a! ‘ 
_— ge ee bere why ~ Res cand 7? gc) ae oe 
ue ara ei a " . x a he me Sans ior 3} aed ie 
Som a; gil ‘ sak Sapo ay i ae . oa 7 ag i x a — Meron i Sy ; 
Be pagee xara : - i " See cane 9 b Pe s . > ae ne, “ae 
; CP is gt — e ae Ge 7 es ae ee Mana S . 
Hi SP a) — Rae Gc ne ere ae i, a 3 
( gees eiipe dene ¥ Silat. 3 bea mre wea eight 3 Bie iewe ” lee P Weert es ; 
- : Puan ee ; i — ae v F NO. AS tapes eB RR oo te ne ee ON ee” ee ge a nr 
Sas Nea a - a ia ee to eae ee is a ne eer ee SS oc aes a Pe at em 
5 J oe SP ee Cee 4 ‘ a Ss 7 rt ae rates an pcp pists = 2 RES EK yy Rg lage de », eH i ee | eee “s 
By id ‘ ee Ce E Pee i ; Sr irc Dane see. ae Saeco Saree. 7, Weegee Ce ‘a 
ta ae Sek gar ee ee tt ’ * Sie Mit ea aa iene em cee eee a ci Seen: meee PS er een icra oi 
45 Bren, Sa ee Sid Fee * We eS a re a ue ee Mee Se a Abe Cite ec Sea: 
Pe te bo a E ce ba, Bee te ‘ peak ih F ; tile Fe irae y ages Be eg pias Cee de 4 Ege Ee ies nae ie chided +? NS Se ES i Rape: se ee hy fe a os Rag Sea ie Fe ra et > : 
‘yo i eee tee sy $ a oN sit = ae ve Biase er Se on —- ‘ +P aolige, Uae re gh se 7 ee 
ee Gear % Pie ae on ee a te ne en ie oc a Mus si aon 3 oe ’ & te eck sas oe Rit Se Rea ae 'o ea a ee — sae ae eels alias ha ‘et argegee tat: “con ete eo Ts, 
aa ey PK Re ee ie ee ? ai — aa oe Aes i ae, ee Oba ie Sa Tee eee” eer eee aeatgs * gi ae ah 
a Fide : ) es . 2 a! ee i Oe aol SE ee so) “a Bas a ies. eS. ee : 
oe ' mS * Bes ee Se pen ie a a ce : Side SF ae Wars Mi S ‘ae hi ee ee. ; nm 
Ba ae ae oe ai DOSE fae ene use < ’ Hime ai ‘ i re se see aa ss Eee : ' ga. a ee eo a t 2 E . ; 
E : a «de Oia ae: Pe gee : bite Ee ee ee 25 es a ees cee Pee 2 Se See ee ae ars 
ie | : Se ee ee Oe ee a . a a tne os Ss eee % rack 5 Soabaee % ee | = ite, cee ae oe 
eo ; ee toe ae Eee oe — te ey nes ae ae eo ee . ; = Rie ae x dant Pos, tee PRR mag ie iv ee ie 
ee MN seh (2a a  € & |. -«- .... Se MR FO ‘ 
es i as at Mg F & ee $6 ts a | ee eee ee em TE ee ae Be cs a ie ee eee 8 Pel rea 
Be bec ee Be ea Me v yet <i 4 8 PETA ie etn ES pete ee lea ca RO °y a arene ER ce a ee NS aaa 
ee ga a ee y! a ee ir SE Er a 
Letty Meee oP Ree 2 Bede a ee i me sy 6 4 5 po iit ee ete, A a SY: 5 a ee ees eg 1 a i a ee pan wae Fone: 
ae 8 Oe ae a ap ee SOS 1 re ie , ¢ eo Rita Soke a en 2 OG SEN a ee eR. ae 2 ee © ett eae OG fot 4 no 
pt: Sir aia ; Foe! ae ae - Pine te ren ae 3. “4 ‘ : ae ae ee “iets Ae Sie ZI REE a 8 St > age at eae Teper 4 & ete te 2 I oe Ps Bare 
jee Siveatahi spe ce Bice igri es oo aaa Maegan Nir, Ua $F - ee % 3 s a Eh SSS ae eta pace 20 Sere Wega, Wy Meters Net eo, bi See Bs CE ee Poe oe Nae cio ie pe 5 aaa © acre 
De 95 pee Vs Saucers Se es ee Be NS e Re oe e ks ae 2 gle tl it, aS eg Lote eRe iad pe a ee Beare ey ies: ees : ee ape tos) Rae Se etal em wee i hae 
Bh <2 Be cae, ae {ee rg 2 ‘ ‘gfe ey eee eo ' Zz ee Seer ae ae ei SReeen ore ete Naa Youbanas Se ee ees els aa gs a Sg ed 
ss ae ee ee lL ne ee?) eae OR 0 a _ 
Wa ‘ r r Te bie es as Pea ce 3 ye AT ia ae 4 > ; “ % Bo ee Pe EOE er Sa | eM tl Ar Mi q Pee ae Ro Pe ee 33 , 2 Fae i 
‘easy : ic. ee ae. i me MRS Ra re ng o be i ca. eee ea Tage Se ee bk oo Spe 3 Rete Fol _ a etal “el 
Gbs ee eas “vet A we eg ie  a  p  . nnn — i , Se eee Fei = So ee ae g ares ar ae (ee 7 
cs ; Soha et * a |, eee oh) ar = tae ‘ ee el pew ee, = fk Ocala ot Saget eee Bs a soe Vee eae ob) i Pee a ae es 
a SOc 2 ee = : Berra CE A aii 2 ec ate gre 
, ie eg a Sa ' a al pies a +) 3) NOR, sa 
gees "SO Sa peo, ee en en 4 e ee . . > ane : Woe scleatias ig <7 Tames Mg Stn Bui he é a ‘i a a ae a 
Se Ee 8 eer Tae yee ‘ Bs «il : = eee eee eee a = ; 

eg | ee ee ee SPS ee” eee See, ke eo * ae : 3s Ss ras , Ba - ; i ros ut , ‘ . ay ee : 

Re | : ee se i ives ae A i oa ok. Pe 24 p “ee Be “- Se “ oe ; ee 

a ? ‘ae te Sd ‘SS a apes ‘ § sd c ~ 3 os : »! 

a ; a % ie? a ae ieee 4 ae ae ; | A 4 

a ‘i Ag — - - sit Ke é * e. oy % s ’ x ee ® id . Sc ioe or ae i rs 

weiass : ‘ é i 4 . ee os Phe : * ; Fé eer ee aed rs rt a f- > * 7 : 

i > aohpaipds i:  & as : a SF et to pies: <a 5 i ” “ 
ei ‘s Pg ve ; a = at ae Se pee ~~ wl 
Ome ie ity O— aicanY ie = i, ae ae f B . a ae Mirage % eS : ES P Fs sei f y er , : , 
Rhy ae 18 A aaa alee aguas a : <a : . | A ~~ | ; —<.° es et be, sai Be % \ > Bgl 
ie ae . aes ee ue | * ee BS oe e 4 nae “ eee 3 ¥ 

2 i walt : ee 2 oe Sa ae pos & } 7 eS a aia - ; ‘yes. 
ae as . 7 ."* R * as ae eB n * p Se oe i aie 4 f E < i hy, = 
Se : er Me, oe. 4 yy f>» ee f a ; a a ; ia om 3 y : 5, et 
2 af : tae Ae - : : = , , ; — 4 s a ¥ ay 
a J 4 ke 7 3 Se x . 4 en es * & Se eS Baad i, et 2 

eT ee ee rf , ‘ & aa e : ha ? ~ ae Pk eae ees ‘ . Se id Me: io oe 

oe Oa: oo = 4 oe ieee Ps PAO ae ae eee ; ao ia. | Sie 
Pa ee iam a.) i Ye ; ae < ee sie : = 

x, one ee 2 oe estan “Wh iis a oi *- "a = : Bs ss 3 ‘| &> a = ve ¥ 
: ‘ pee ‘ = 2 as bas 4 % “a = i : v = we ~ 
nega SRE ga b. Pe Bas F | ; ; a ; Pa. 
i i : eye i ee. = : a. #3 i f ’ vie : Fe es pees 2 a 

cS Pagers . eh tt a ge , os ~ Fae 3 —S eee a So =e ; sic Se 
a: ili ys & > A eg on é & em ae ieee g a ore : o- as tle oe oe ~ _ “= sant 
= : Waco gg RE ES re e.g . , 1 4 >. os ? . A  - wa oa di. es, 2 ee oe 

Z oy ae en) ne 4 me Wie ao oop - ood 8 ie = & oy) ee a a —_ aks 9a ne aE Re, 

x, “ ile a aS y 2 és 8 ae % ‘ ae g ae :  & a pea f' aS oe - i Se A te a ae ’ mee 
ae . | noha Ras i ‘ | Ee whe * Pie og ge ei oe ee 4 $ ea ee te ¥ Sg Meee , a aoe ar eae ‘ » Tg eee ears ae 
i eee ae NM aX. i is : A Ee ee . Me aS Se ae ms 
a “g } i co & Rese eae aoe #, * 2. rm ae al 7 6 ‘ . aa io ee a ee ee } ie pene 
Se REE Ree eg SERRE > . ase (7 bs gg “ me ee ie SS = “—_ TS Se eee, 
. RS Se a Ry ae ie oe Sa ‘ i # F a me : — « am See oS ee a ‘ eS ae ae ee a 6 Se een 
\ . TN ST eS ~ . |. ta a as. a es : 

Be i ; y ate Se Oe ery tak v ; a rer a RX a et ¥ , + oe ee ees ic Pate ea a % eee Rs AE) YF 7 i 

‘ ey oe RO are anse Se were! Merce: YS . «SE ‘ iF arog tA ee, . we pie, Rates. vs ¢ oe Se ang ae ‘ r "eye ho? Brey 
he ag Pg ci eagey T a ade 4 GAS 2 i, vat, Gong ai Oe < ee a Set - ; ee S : 95 
ee ' Me ade rae. yeae a ae “Cae ele Call am en a ; is. Peete ‘ ne ¢ re 2% Leet Bats .* 5 os, > " La ¥ ge Sars: So ey a i 

Re in PPE OI Se Foe a Sad " a ie pe fy ae oe 5 » i ais ee a ae ee Re es sis ¥ as ae eg aes ei = = ne alee See Soe 

Be oe Spe 7 ee mek ak A oe ae. & we = Regis | fee eee j , Be citi Aces ~ gle em is 

es hemes mee, Se od Tie pe aa es eae ; és + ope oe ee tegen. =, Rae ieee 
i ; eS ae pee. Se eee ae , ™ pie eae eee we . me Fe = eed 2 * . Theses 
Be ; sen ee pas pre te. # i “ers Steg. ae a a SED sae Coat Rae ¢ a , 7 as ° ey oy. ‘ BY haat 
aaa ' ee a Mea ae ee 2 pc ae : Bre 9) Y oa ia ae j a Z re So P i 4 Bs fie an OS or ite eae 

% ee © gh ee re eee. 5. a ee ei a * ag ” , ee % alii ‘ : gp Oe ei a aa ey Lat 

y laa be Fe ae ay ig? 2 20). TS i pL ea ae . ty pe a Ps % Re =e 3 eeneeesy eee te 

44 - RM es on En re. a Tends? Fm oe See ss Me ait 2s Aa tee gs pee 

i ; Reig aha gas See Spee. ee St we ke ieee —i “ae =" — ce la 7 a a or ag 72 

i a a rei renner errr ee ee a ag eS ee Ss ee, ie ae se ag tt: SS ae . ~ ap £. ate: 
oaks keg SASS ge Ba ora io. Cake Se Sapte, Same TO a a = eS ie ie 
j for a ae Co ee ee et ee ee ro As eee ee Lp eee ———,. a a ge : al : ee Re : oes, 
Metags ae Tah ee: : - a oo ee eee, a ee nia oy ‘ Baa eae ereereamr vent ; a. Ene. ' : ue “2 : i ieee 
| ee ie f ere Geek een. ae tte ae : a me a c oe : : ee : eae F va _ = oe ws 7 
! ” Sees ieee i an - ; Pee . . ‘2 See . 4 o - 2 nt A 
: i at s Pe Cees +. See eee me ane es , + a 
| oe, ; es le. / Bt > * Se “ —S ee ee ee = ay 
; re or ar Ber “a Beg la ae “eS Dae Li ca tiiety cele ta es ae i ear ae f ‘ ? ee ee o-oo elias gs ee sek 
se a) meee Fight Se a als wR RIC emeR, Saale) by! Pe cee Same ee La eee ey ee ee Se ee la Be te Hy oe 4 t 4 See Ba ag ee end ae ‘ +0 
4 ae . 4 Ss lead hs hae ‘i RAs . . Pe * _ - 7 ie % : es i “ ie he % > $ eal 
a ‘ 4 ; aes b , b “ . ia conte 
‘at: % | res 
i es 
‘ | as 
“Sam 
| B. 
: 
; ae 
‘at f 
ae H 
*y 
= ' 
| we Mrs 
> beens 
NX 5. ke 
3 a 
; a 
‘ ‘ce >, % 
2) Pas >t 
iS ) h, 
; ‘ 4 ¢€ : 
= fy ‘ : 
" ‘ ‘ at. 
~ a 
a, ) 
i ‘ 
e ; band - - 
a j . = seal ee 
s ; ve =~, a 
ee er, 
Ps 
: ‘ 
a 
| — 
| ' 
a - 
ee | : 
ee: -~ 5 : 5 } 0 ere 
bs by * e 4 . f é wii. : 3 - 
; ; my F 3 - ; : et ts * d ile x pan hs as ‘) aS “ g 


ne Advertising Age, December 27, 1954 


ABC Sells Winchell, = | ?'0"@™ switch department on the the Station Representatives Assn.,| councils and local chapters. Pur- development for the new broadcast 
same network, Toni dropped New York. Other new officers in- pose is to simplify the associa- program and sales organization; 


‘Reader's Digest’ as “Place the Face” for a new Mitzi clude Arthur McCoy, Avery-Kno- tion’s regional structure and faci!- Ben F. Conway, formerly of the 
Green show, “So this is Holly- del, v.p.; Joseph Timlin, Branham itate local activities. Crosley Broadcasting Corp., ac- 

CBS Loses Block wood.” , é ; Co., secretary, and John E. Pear- | ‘count executive, and Idella S. 
Camel cigarets would like to son, John E. Pearson Co., treasur- Quality Radio Group Appoints Grindlay, previously station opera- 

NEw YorK, Dec. 21—There was | give up Fridays on the “News Car- er. With temporary offices at 509 tions manager for WABC-TV, New 


no holiday slowdown in sponsor/avan” if NBC-TV finds another Madi #115 j 
Ra ; ; ; adison Ave., New York, William York, program coordinator. 
activity along radio-tv row this} sponsor to fill the slot. Four A’s Simplifies Structure __B. Ryan, exec. v.p. of Quality Ra-_ : 
week. _ The American Assn. of Adver- dio Group (AA, Aug. 30, et*seq.),, Day Heads Board of Trade 
Biggest news at American Station Reps Elect Young tising Agencies has reorganized its has started assembling his staff.; Bernard P. Day, president of 
Broadcasting Co. was the sale of Adam J. Young Jr., who heads regional structure, creating fcur Appointees include Fay Day, form- Joseph P. Day Inc., realtor, has 
alternate weeks of the Walter|his own radio-tv representative regions and 19 local councils in er research manager of CBS Tel- been elected president of the New 


Winchell simulcast to Bayuk | company, is the new president of place of the previous sectional evision Spot Sales, director of sales York Board of Trade. 


Cigars starting in February. This | 
: . 
wh 
i 2 : 


came a few weeks after the an- - 
nouncement of D’Arcy as the new 
agency for Bayuk. The cigar mak- 
er replaces Gruen on the show; 
American Safety Razor Corp. con- 
tinues as every other week sponsor 
of the commentator. 

Beginning Jan. 17, Studebaker-| 
Packard Corp. will present “TV 
Reader’s Digest” over ABC. This 
will be a film dramatization of ma- 
terial from the magazine; the first 
program will cover the “Last of 
the Old-Time Shooting Sheriffs.” 
Time was bought through Ruth- 
rauff & Ryan. 


x 


# In the exit lane was Block Drug 
Co., which is dropping its only re- || 
maining network telecast, “Dan- | 
ger” (CBS), at the end of the cur- | 
rent cycle. Nash-Kelvinator con-| 
tinues as alternate sponsor. Block 
lost its NBC-TV time spot for 
“Name the Tune” at the start of 
this season. | 

About 90% of the $1,000,000 or | 
so freed by the cancellation of 
“Danger” will go into spot televi-| 
sion, George Abrams, Block’s ad/|F 
v.p., said. He said “Danger” was| 
dropped because it was a “fairly | Me 
tired show” with a declining rating | 
and because the company wants to | & 
make its advertising more flexible. | 

Block already has started buy- 
ing more announcements and pro- 
grams locally. “The Whistler,” 
which is distributed by CBS Tele- 
vision Film Sales, has been sched- 
uled in five markets. 


* 


s Helene ‘Curtis Industries (Ear) | 
Ludgin Inc. and Gordon Best Co.) 
will move into the Saturday, 10 || 
p.m., EST, period on CBS-TV with | 
a show called “Professional Fa- 
ther.” This spot is being vacated | 
by Plymouth’s “That’s My Boy.” | 
CBS-Radio’s early present from 
Santa was a ground-breaking sale 
to Consolidated Cosmetics of Mon- 
day sponsorship of the new 15- | 
minute “Bing Crosby Show.” |* 
Time was bought through Frank 
E. Duggan Advertising. The show 
is being aired five days a week. 
NBC-TV signed American Chicle 
Co. (Dancer-Fitzgerald-Sample) 
to alternate with Quaker Oats as| 
sponsor of “Zoo Parade.” In the! 


SPARK EVERY PROMOTION 


GLOSSY PHOTO 


The PHOTOMATIC Co. 


$3-59 E. IWlinels St. 11, til. 
Phone Withtehel aatoo.” 
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Post Office Can't azines on the grounds that previ-|sweeping orders here involved General may impose.” in his dissent, said it was wrong 
: ous issues had contained allegedly| should be upheld—-on the grounds, Judge John A. Danaher, who} for the trial court to substitute its 
‘ obscene pictures of naked women.) that from past unlawful conduct of dissented, said, “I would have no| judgment for that of the Post Of- 
| Pre Judge Obscene In the majority opinion, Judge | appellees [the magazines] as the | difficulty in concluding that the! fice.] 
George T. Washington wrote: Postmaster Generil sees it, he may government may as a matter of 
: Matter. Court Says | «They [post office orders] must be| conclude that such conduct will, public policy withdraw the facili- GE Combines Clock Sales 


WASHINGTON, Dec. 21—The court | confined to materials already pub- continue and that he will again! ties which pander to the obscen-| Starting Jan. 3, the sales forces 


of appeals here has held that the lished, and duly found unlawful. have cause to find future issues of | ity.” of General Electric clocks and 
Post Office Department obscenity Whether such limitation is practi- the magazines obscene. | [District court Judge Henry|Telechron clocks (a department of 
orders must be applied only to ma- | cally possible in cases like the “But there is and can be no find-| Schweinhaut issued an injunction | GE), currently parallel setups, will 
terial already in print. | present is not for this court to de- ing now that any particular future | in July, 1953, forcing the Post Of-|be combined into a single selling 
| By a 2-1 vote the court set aside termine. issue of the...magazines will be|fice to deliver the magazines. He | Organization. Advertising for the 
an order banning the mailing of obscene and will provide a basis|said he found nothing obscene in|two brands will be combined, and 


future issues of three nudist mag- # “It may be argued that the for sanctions which the Postmaster |the pictures, but Judge Danaher,|Clock dials will be redesigned to 
feature both the GE and Telechron 


brand names. GE is planning what 
it calls “the greatest electric clock 
promotion in 30 years.” 


O'Connell Co. Adds Two 

Advertising for General Dye- 
stuff Corp. and General Aniline 
& Film Corp.’s G A & F Carbonyl 
iron powders, now placed by L. W. 
Frolich & Co., will be handled by 
R. T. O’Connell Co., effective Jan. 
1. The House of J. Hayden Twiss 
will continue to handle advertising 
for General Aniline’s Antara 
Chemicals division. All companies 
are in New York. 
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‘STORER BROADCASTING COMPANY __ Es 
WSPD + WSPD-TV — KPTV WAGA - WAGA-TV ~*~ ”—s WJBK + WJBK-TV » 
~_ Toledo, Ohio Portland, Ore. Atlanta, Ga. _ Detroit, ‘Mic | eahesersemebake wiser negediten 
4 WOW - WXEL-TV WBRC - WBRC-TV WWVA " WOBS gem ee ete eer eee 
Cleveland, Ohio Birmingham, Ala. Wheeling, W. Va. — Miami, Fla, =~ 
NATIONAL SALES HEADQUARTERS: 7 = 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest Nationd! Sales Mgr. 
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MORE homes. More families. More people. No matter how you figure it, NBC 
Television delivers more, and keeps on delivering. | 

MORE homes for nighttime sponsors—an average of 803,000 more homes per 
program than the second network since the middle of September, when the most 
competitive programming in TV’s history began. That’s almost equivalent to 
all the homes in Connecticut and Rhode Island, and it’s extra! 

MORE programs in the ‘“‘Top Ten.” In the first four Nielsen Reports this fall, 
NBC twice hit six out of ten, and twice made it seven out of ten. It’s seven out 
of ten in the latest Nielsen pocket-piece, and every one of them reached more 
than 11,000,000 homes; the details are listed on the opposite page. 

MORE sets tuned to NBC Spe ‘aculars, and the dynamic program leadership 
that they represent. The latest Nielsen report shows still another of these 


90-minute color super-shows in the top ten: the sixth to make a top-ten- 
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sized audience out of the seven so far rated. And the seventh barely missed. 
MORE homes for the time-tested programs, too. It’s seven years now since 
Milton Berle took command of Tuesday night for NBC. He still holds it, and as 
the listing shows, he’s attracting greater audiences than ever before. 

MORE. That’s the story of NBC programming. More homes. More families. 


More people. And naturally, more values for advertisers. 


NBC’s 7 out of 10 EXCITING THINGS ARE HAPPENING ON 


f TELEVISION 


A SERVICE OF ) 
STEVE ALLEN SHOW 11,581,000 


THIS IS YOUR LIFE (WK.2) —_ 11,549,000 DATA VERIFIED BY A. C. NIELSEN COMPANY 
FORD THEATRE 11,001,000 (SEPT. REPORT #2, 1954—*NOVEMBER REPORT #1) 


No. of Homes 
Program Reached 


DRAGNET 13,998,000 

YOU BET YOUR LIFE 13,221,000 
BUICK-BERLE 12,463,000 

MAX LIEBMAN SPECTACULAR 11,711,000 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Advertising Age, December 27, 1954 


told. Furthermore, I’ve seen him more often than the old-style gen- 

there time and time again, in the tlemen who prefer to or must fly 

locker room. Dressed in what my by the seat of their pants. 

dear old nanny, God bless her! Thanks to Mr. Weiss and others, 

soul, used to call “the altogether.” | the old-style “hunch” approach 
And here’s the vital fact, sir. is disappearing. I consider his arti- 

The Commander has no pot-belly. cle untypical, anachronistic and, 


Yoel] Radio Index Correlated 
Listening, Living Habits 

To the Editor: I was both 
amazed and shocked to find the 
following statement in your dis- 


cussion of the Mutual Broadcast-. 


ing radio survey in the Nov. 15 
issue: 

“Its analysis...threatened to 
become a radio standard work 
even before it was issued. Much 


ate point of use approach to radio|practices, that new developments 
advertising.” just couldn't be appreciated. 

Had you bothered to check your At least, I have the satisfaction 
own files you could not possibly |of knowing that I was years ahead 
have made that statement because | of my time but it is a bit galling to 
back in 1947 the writer presented | have given birth to a child, raised 
tc the advertising profession the him to a point where he was ready 
“Yoell Radio Index” which cor-|to go out into the world and then 
related listening and living hab-| have someone else claim him as 
its...your own files will reveal|their child. 
several photographs about this) There is a lesson here, I believe, 


None whatever. On the contrary, | 
he’s lean as a foxhound. Figure of 
a schoolboy. Don’t know how he 
does it. Probably because he drinks 
those damned fizzy waters he sells 
instead of decent brandy, as a 
sensible man should. 

So in future tell your Creative 
Man to get his damned facts 
straight. How the devil can you 
foreigners expect the English to 


Particularly, 
should inquire into sales forecast- 


probably, a product of a bad mood. 
I believe that he 


ing positively, in a future article, 


so that he may continue with his 
great work of bringing scientific 


and advanced approaches to the, 
as yet, very intuitive field of 
marketing. 
TED KARGER, 
Esquire Inc., New York. 


“new approach.’ ... 

Rusty Barnes, Bill Bell, Bob 
'Moore of the Bureau of Advertis- 
ing have been using my living 
habits chart for many, many 
years. In fact, many of the printed 
media were more interested in 
what people do during the day 
than were radio stations, because 


of it may become a highly elabor- 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 


from daily and weekly newspapers, from 


for the advertising profession and 
it is a simple one: This is a 
|creative business and it is disas- 
trous to become so bogged down 
in current techniques and prin- 
ciples, that the significance and 
value of new developments cannot 
_be appreciated, to be so afraid of 
change, or something new, _that 


treat you civilly if you go about 2 a « 
insulting them? By God, sir, it ° 
wouldn’t have happened in old Compares Two Ads; 
Palmerston’s day. You wouldn’t| Picks One Brand 

have dared! If this were a fit; To the Editor: Whenever com- 
world for gentlemen to live in,|peting product advertisements ap- 
there’d be a gunboat on the hori- | pear in the same publication, the 
zon this very instant, and you) 
muckers would either back down 


magazines and trade papers as specified. 


? 


ESTASUSHED woe 

PRESS CLIPPING BUREAU 

BArclay 7-537! 

165 Church Street New York 7, N. Y. 
will provide you with a record of your 
results from promotions and releases. 

For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 


among the tabulations was a very its implications cannot be ac- 
important item: “Between 8:30 cepted... 
and 8:45 13% of the people are, WILLIAM A. YOoELL, 
reading—a higher percentage than | Donahue & Coe, New York. 
are listening to the radio.”... * ® e 

It is unfortunate, but neverthe-| More Help from Layout Man 
less true, that the radio industry To the Editor: Thought your 
evidently was not ready for it in readers would be interested in the 
1947 because I broke both my/enclosed Hale’s advertisement, 
heart and my pocketbook trying to’ which see right side of same. 
“sell” this approach for the use of This cigar-smoking gentleman 
radio advertising. .. ‘didn’t have to go to Europe for an 

It is unfortunate that people in 
the advertising business could not | */ 
visualize the importance of living | fig ig 
habits back in 1947. Perhaps it| a 
was a case of being so steeped in| * 
tradition and the use of standard | ; 


¢ 


ave concer tournat ME AGAZINE vee re 


AMERICAN 


PARADE 


and apologize to the gallant Com- 
mander, or be jolly well blown. 
into the damned water! 
D. M. MARSHMAN JR., 
New York. 
* . o 
No News Again 

To the Editor: In reference to 
the ad by Art Photography Maga- 
zine which appeared in the Nov. 
22 issue of ADVERTISING AGE intro- 


ducing a new equation in maga-| 
zine space selling known as RCPM. | 
{‘“Reader’s contribution to pub-| 
lishing cost.’’] | 

I have used this formula in pres- | 
entations on behalf of the Macfad-| 
den Men’s Group and it has re-| 
ceived many interesting comments 
as well as acceptance by the view- 
ers. 

E. J. STEIN, 
Macfadden Publications Inc., 
Chicago. 
a2 - e 

A Fan Reproaches Weiss 

To the Editor: Since I am an ar- 
dent fan, reader and proponent of 
E. B. Weiss, I feel that I can take 
exception in good faith to his arti- 


Ball of Our Economists” 
Nov. 29). 

His article does not place busi- 
ness forecasting and its limita- 
tions in perspective. It goes so far 
as to decry the whole field of en- 


(AA, 


cle, “Some Cracks in the Crystal hs 


ee ee 
Pu Su Loe 
“‘No matter where you are—after dinner 


there's nothing like a dram of Drambuie"’ 


i 


The only cordial with a 


UIE 


Sele Distributors fo 


Imported by W. A. Tovlor & Compeny, New York. NY JSa 


interested buyer usually compares 
the ads. 

I thought you might be inter- 
ested 


WEEKLY 


¢ 
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| THE MARCHING 100 CSS SS 


LOUISVILLE 
BELONGS ON 


ANY 


SUPPLEMENT 
SCHEDULE 


DID YOU KNOW? 


Louisville is the second largest market offering supplement advertis- 
ing, yet not served by one of the three national supplements. Many 
advertisers using one or more of the three nafional supplements, 
also used the Louisville Courier-Journal Sunday Magazine to complete 
their national supplement schedules. This Week 1952 advertisers, 
for example, also placed a total of 286,419 lines in the Louisville 
Courier-Journal Sunday Magazine. 


Send for your free copy of a new factual study of newspaper 


supplements. Write to: Promotion Department, The Courier- 
Journal, Lovisville 2, Kentucky. 


THE LOUISVILLE © 


Conrier-Jonrnal 
SUNDAY MAGAZINE 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Represented Nationally by The Branham Company 


— 
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operation; an Oakland layout man 
arranged it locally. 
Ap FRIED, 
Ad Fried Advertising Agency, 
Oakland, Cal. 

+ * - 


Something, By Jove, for the 
C. M. to Think About 

To the Editor: By Jove, sir, if 
the country’s going to the damna- 
tion bow-wows, it’s because of 
people like your Creative Man. 
The fellow should be _horse- 
whipped, sir. Horsewhipped, I say! 

I refer to the scoundrel’s piece 
in your number of Dec. 6—dealing 
with the gallant Englishman, 
Comdr. Edward Whitehead. At 
first glance, of course, it struck 
me as a damned amusing squib. 
| That is to say, it made me laugh. 
‘By Jove, I don’t know how peo- 
|ple think up those things. 


| But never mind that. The point! 


‘is the rascal’s outrageous last 
|sentence. To wit: “Where else in 
the world could a man with a pot- 
| belly and a beard get away as a 
photographer’s model?” Drivel, 
sir, drivel! It’s buncombe of that 
sort that gives you writer chaps 
a bad name. 

I say this, sir, because I, sir, am 
|in a position to know the facts of 
the case. As it happens, the gallant 
|Commander holds a guest mem- 
| bership in my club, the Yale. And 
'a damned good sort he is, too, I’m 


\» | deavor 


3* |so often that they would have done 


in the two enclosed ads 
which appeared on Pages 35 and 
37 in Cue magazine—the Nov. 20 
issue. The Drambuie ad declares 


with such _ prejudiced 
phrases as “mumbo-jumbo,” “ter- 
ribly cracked crystal ball,” “wrong | 


better if they had dropped their 
statistics and simply guessed...” 

I have no vested interest in fore- 
casting (I am a space salesman for 
Esquire), except as a student of 
marketing. 

Statistical methods, such as time | 
series analyses, are at the core of | 
the new scientific approach to! 


marketing. Economic forecasts are | 


100,000 prospects 
for office equipment 


You're guaranteed a circulation of 100,000 
members of thz legal profession who buy 
desks, chairs, tables, lamps, rugs, type- 
writers, dictating machines, calculators, 
bookcases, Sn office supplies, when 
you advertise in SE AND COMMENT, 
the Lawyers’ Magazine. Actual six mos. 
av. controlled circulation—122,337 lawyers, 


A s 8 | judges, law professors. More than double 
essential prerequisites to sales the audience of the next largest legal 
forecasting | magazine open to advertisers. You also 


get a bonus of 22,693 bulk to law students. 
An unusual buy in class aad mass. For 
samples, facts, contact CASE AND COM- 
MENT, Dept. AA16, Aqueduct Bidg., Roch- 
ester 14, N. Y. or National Publishers 
Representatives, Inc., 114 E. 47th St., 
N. ¥. 17—Plaza 3-51%1. 


I believe that very talented men, | 
who devote their lives to perfect- 
ing and applying difficult econo- 
mic and statistical predictive tech- 
niques for commerce, will be right 


NEWSPAPERS 


THIS 49 COUNTY 
MARKET AREA 


| 
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Se 


ie ay A BILLION DOLLAR MARKET 
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_ Ghe Sioux City $ 


Gross Farm Income........_.$1,025,239,000 

Effective Buying Inc $1,143,429,000 

Population oes. 814,800 

Source—Sales Management—SRDS Consumer 
Markets, 1950 Census 


CONTACT OUR NATIONAL REPS. FOR MORE 
INFORMATION! 


Che Sioux City Journal JOURN AL-TRIBUNE 


NATIONAL REP. JANN'& KELLEY, INC 
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itself ‘“‘The only cordial with a dreamer, in the form of a question. 
On the next Should an advertising writer ever, 


Scotch whisky base.” 
page, Glayva ran an ad with copy 
stating: “There are two imported 
cordials with a Scotch whisky base. 
One is Scotland’s leading seller. 
That one is Glayva.” 

I’ve long since learned: “Never 
believe everything you see in 
print.’’ However, one can’t help but 
compare, when he comes across 


two competing ads which so defi-. 


be very sure his interest and en-| if you aren't cetting 


nitely contradict one another. I’ve. 
decided that the next time I buy a. 


Scotch whisky cordial, it will be 
Glayva, because its honesty in ad-. 
vertising makes me believe that. 
the producer and importer also 
must be honest about the product 
itself. It seems to me that this is 
a case where a phony claim has 
backfired. 
CHARLES THOMAS THOMAS, 
Palisade, N. J. 
. x * 
Back to Front 
To the Editor: Have you ever) 
seen a book printed in Japanese? | 
If not, the enclosed one will in-| 
terest you. It is the Japanese) 
translation of a little book we once | 
got out entitled “How to Write a_ 
Good Advertisement.” 
A few months ago Reader’s Di-| 
gest told us that its branch in) 
Tokyo would like to translate the | 
book and send copies of it to ad-. 
vertisers in Japan. The Japanese | 


MAD Fhe HE Ae | 


edition of Reader’s Digest does take | 
advertising and the magazine felt 
that the distribution of this book | 
might help to improve the quality 
of it. | 

The Digest has very kindly sup- 
plied us with some copies of this 
translation. Just turn the book so. 
that the binding is at the right— 
and start reading from the back | 
pages toward the front. 

Victor O. SCHWAB, 

Schwab & Beatty Inc., New 

York. 

ee e + 
Thinks Ad Writer Should 
Have Faith in Product 

To the Editor: Keenly apt, I 
think, was your impulse to print 
a part of Dr. Peale’s address in 
the Dec. 6 AA. 

In my book, creative talents, 
such as all good advertising men 
are supposed to have, are closely 
related to the spiritual. In other 
words, the message of Dr. Peale 
should find a larger and more un- 
derstanding response among ad- 
vertising men than among others. 
The best copy, as I see it, is not 


-primarily an expression of techni- 


cal skill and application; as it is 
an inner urge to write this and 
that. I suspect that many a copy- 
writer (though he might not ad- 
mit it) cannot explain just why he 
writes as he does. Is the best cre- 
ative effort quite explainable to 
those who are not quite on the 
same elevation? Copy moves one 
or it does not. And the implement 
that moves one is not calculated 
skill in approach but the believa- 
bility with which the writer ex- 
presses his own belief. 

And now I shall set down what | 
will prove me to be an impractical | 


| cake. 
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something's 
write about a product or a service . 
in which he does not believe or) 
cannot be made to believe in? If I) j 
were an advertiser and were look- 


ing for a creative writer I would 


thusiasm for my product was not} 
: e e 
synthetic. a bigger slice of 


HERBERT STALKER, 


ran on our Vogue spread for 
Umpa (AA, Nov. 22). Occasional 
notice of this sort is stimulating 
and, like ADVERTISING AGE itself, 
makes Monday much easier to 


Roy L. HIL.LIGoss, 
The Brady Co., Appleton, Wis. 


BAKING . . . a giant 


mechanized industry—is 


second only to meat 


to 5 billion dollars in 20 years. 


pratt | 
Pm TU I Sando pipradi inne | 


BAKING MOUSTRY ees 


- 
a 


LARGEST 


Herbert Stalker Advertising, ° 4 
Flint, Mich. the fast growing ce PREADERS do Ag 
i og in value of products Over 14,000 
-Monday Made Stimulating Baking industry ty 2 . 92 23% more paid 
To the Editor: For our client, re ise. 3 O Readers than any 
‘United Mink Producers Assn., and os : : other bakery 
/for ourselves we wish to ex‘end Dollar sales in the B ki Of the business. , 
our appreciation for the very nice aking in this 5 billion 
photo and caption you recently industry increased from 1 billion dollar Bee : 
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105 West Adams ~~. Chicago’ ac 
CLISSOLD BUSINESSPAPERS:. 


LARGER INVESTMENT PER 


Greater 


APP 


PUBLICATION YIELDS 


[es 


PER SALESMAN 


SALES PER SALESMAN VS. INVESTMENT PER BUSINESS PUBLICATION 


(Based on 1953 figures from 278 Industrial Advertisers) 


Average Dollars 


Invested Number 
Per Business of 
Paper Companies 


Index of 
Average Dollar Sales Per Salesman 


Average No. of Business 
Papers Used 


Under 


$1,000 40 


$1,001— 
$5,000 


$5,001— 


$10,000 59 


Over 


$10,000 44 


17 


219 19 


244 "7 


15 


TO DETERMINE the relationship between the 
amount of money invested in business magazine 
advertising, and the gross sales per company, 
the 1953 advertising and sales records of 278 
business paper advertisers were analyzed. 


THE RESULTS (as tabulated on the above 
chart) showed that while the average number 
of publications on the schedule remained about 
the same for each group, the gross sales per 
salesman increased as the amount of money 
invested in business publication advertising 
increased. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 36, N 


ABP 


HEA DQUARTER S FOR o9.o i OE o 4 


a i a): @ ‘ Bitd Bes, oe Pe a a ye oe 
¥ { 3 ec al 5 res a eee oe a ee m ee eee F a, a ed 


CONCLUSION; This study (covered in Data 

Sheet No. 5041) indicates that larger invest- ; 
ments in business publications can develop 

larger sales per salesman, and are therefore an 

effective means of helping salesmen increase 

their volume. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertis- 
ing performance and effectiveness, ask your 
McGraw-Hill man. 


Mc GRAW-HILL ms : 
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|vertising manager of the N. B.|\tack at his home in Scarsdale. 
Herman W. Newell, 'Stearns Auto Co. in Cleveland in | Born in New York, Mr. Ottinger 
: | 1911. In 1915, he came to Toledo as in 1919 started his plywood com- 
Agency President, -a copywriter in the advertising| pany with $500 borrowed from his 
department of Willys-Overland. mother. He had learned the lum- 
Is Dead at 57 Five years later, he became adver-| ber business previously, through 
New York, Dec. 20—Herman |tising manager of the John N. Wil- | his experience in World War I, 
Wilson (Hike) Newell, 57, presi- |lys Export Corp., New York. In when he was supervisor of inspec- 
dent of Lennen & Newell, died | 1921, he joined the John O. Munn | tion and production of all air- 
yesterday morning in Harkness |Co., Toledo, as v.p. and remained craft plywood in the U. S. 
Pavilion of Co- | there until he joined Sterling-| 
lumbia - Presby- Beeson. ‘Tuck Names Grey Agency 
terian Medical | American Tuck Corp., New 
Center. He en- LAWRENCE OTTINGER ‘York maker of cellophane tape, 
tered the hospital New York, Dec. 21—Lawrence has named Grey Advertising 
two weeks ago |Ottinger, 70, founder and chair- Agency, New York, to handle its 
for treatment of 'man of United States Plywood account. The company previously 
an embolism, 
and his death 


} 
} 
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Storecast Signs Sponsors 
Storecast Corp. of America, New 
York, new supermarket merchan- 
dising system, has added 12 new 
sponsors to its list of users. They 
are Habitant soups, Allsweet mar- 
garine, Dinner Time pot pies, E-Z 
popcorn, Appian Way pizza pie 


| Jan. 3. The new price is $425 for 
‘a one-minute participation. The 
‘current rate of $350 was guaran- 


teed to advertisers through Dec. 31. 


Ullman Names Posner-Zabin 
Ullman Co., Brooklyn maker of 
plastic shelf edges, place mats and 


mix, Walbeck pickles, 7-11 minute | dishes, has appointed Posner-Zabin 
and buttered steaks, Maypo oats! Advertising, New York, to handle 
and Maltex cereal, Mrs. Grass’ its account. 
soups, Gillette blades, Tabby cat. ; 
food and Dif hand cleaner. Adler Joins Film Unit 
_ Sherman Adler, formerly with 

WRCA-TV Increases Rates |WMCT-TV, Memphis, has joined 

WRCA-TV, New York, will) the NBC film division sales force. 
raise the local cut-in rates for par- | He has been assigned to the unit’s 
ticipations on “Tonight,” effective eastern regional sales office. 


|Corp., died Dec. 19 of a heart at- advertised direct. 
was attributed to 


| 
| 
the blood clot (he : 


had been hospi- 
talized twice in 
recent years for 
operation and removal of clots). | 

Mr. Newell joined Philip W.| 
Lennen in June, 1952, to form a) 
new agency, incorporating the 
billings of Lennen & Mitchell, | 
which Mr. Lennen had headed, and | 
some of the billings of Geyer, | 
Newell & Ganger, which followed 
Mr. Newell to the new agency.) 
Mr. Newell had previously been. 
exec. v.p. of Geyer, Newell & Gan- | 
ger, and worked for GN&G (now. 
Geyer Advertising) from 1935 to 
1952. 

After being graduated from 
Dartmouth in 1920, he _ joined 
Eastern Mfg. Co., Boston,.as sales 
promotion manager. From 1924 to 
1930 he was manager of Home 
Electric Light & Power Equip- 
ment Co., and from 1930 to 1932) 
was a sales executive of Frigi-| 
daire Sales Corp. of the North- 
east, Boston. From 1932 to 1935 
he was v.p. in charge of sales for 
Frigidaire Corp., Dayton, O. Here 
he met B. B. Geyer, whose agency 
was then headquartered in that 
city. 

Mr. Newell was chairman of the 
board of overseers of Dartmouth’s 
Amos Tuck School of Business 
Administration. 


H. W. Newell 


H. REED STURGEON 


TOLEDO; Dec. 21—H. Reed Stur- 
geon, 69, secretary-treasurer of 
the Beeson-Reichert Corp. and 
veteran of 43 years in the adver- 
tising business, died Dec. 16 after | 
an illness of a year. Mr. Sturge-| 
on joined the company in 1924, 
when it was known as the Ster- 
ling-Beeson Co. 

He had begun his career as ad- 
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The New 
Sunbonded 
I DAY-GLO" 


BULLETIN COLOR SYSTEM 


} For 120-pay 
J PAINTED SHOWINGS 


In the Brightest | 
Colors under The 
Sun. The same dy- 
namic impact that 
makes DAY-GLO | 
24-sheets turn all 
heads and stop all | 
eyes. 


Write for bulletin No. 2117 | 


SWITZER BROTHERS, iwc. 
4732 St. Clair Ave., Cleveland 3, Ohio 


Head and shoulders _ 


above them all! 


(A year-end report to advertisers and agencies ) 
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Harold A. Wise, 
Macfadden Board 


Chairman, Dies 


NEw YorkK, Dec. 22—Harold A. 
Wise, 58, who started as a sales- 
man for Macfadden Publications 35 
years ago and who had been 
chairman of the board since May, 
1953, was found dead yesterday 
afternoon in a smoke-filled apart- 
ment maintained by the company 
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pong: to police. The police also party. Police said they believed an| In February, 1951, Irving Man- 


said they _ be- 
lieved he had 
broken a window 
pane in the liv- 
ing room to let 
the smoke out 
and then re- 
turned to. bed, 
where he suf- 
fered the fatal 
‘heart attack. 

The Macfadden 
chairman went to 


Harold Wise 


upholstered chair was set afire by |heimer, then president of Publish- 
a cigaret and that it burned slowly |ers Distributing Corp., major inde- 
and smokily for h urs. Mr. Simon- | pendent magazine distributor, con- 
son was found i: another chair | firmed that he represented a group 


-jand was revived. He did not re-|of stockholders which had ac- 
'|quire hospitalization. 


quired working control of Macfad- 
den. Shortly afterward, O. J. 


-|@ Mr. Wise, who was generally |Elder resigned as president of the 


credited with playing a major role;|company, and Mr. Wise was 
in the advertising success of True|named to succeed him. At that 
Story, had been it various times |time, a memo to employes from 
advertising mana; er of Macfadden | Mr. Elder credited Mr. Wise with 
Publications, gen: ral manager of, being responsible “to no small ex- 


at 200 Madison Ave. 


| the apartment by 


Liberty, and v.p. and ad director. | tent for the growth of the com- 

Mr. Wise, who had had two/pre-arrangement with Charles A.|He later was named exec. v.p. and | pany. His knowledge 
heart attacks in the past, appar- SimonSon, a salesman for the/general manage’, posts from operations of our company, accu- 
ently died after a third attack,|company, following a Macfadden/|which he retired in June, 1950. ‘mulated during his many years of 


Any place, it’s not easy to stay head and shoulders 
above all competition. In New York, talent and 
production center of the nation, it’s twice as tough. 
But WCBS Radio does it. Commands larger average 
audiences (and more quarter-hour firsts) than 

any other New York radio station . . . month after 
month, year after year—1954 included, of course! 


And with good reason. For Monday through 
Friday WCBS Radio has the most famous roster of 
big-name local personalities in the business. Names 
like (1. tor.) Galen Drake, Bob Haymes, Martha 
Wright, Bill Leonard, Lanny Ross, John Henry Faulk, 
Jack Sterling, Herman Hickman, Joan Edwards.* 
Names which mean that WCBS consistently 
places more programs on the list of Top Ten local 
daytime participating shows than all the other 
New York network stations combined! 


With such nationally-known local personalities 
attracting the biggest audiences in the big town, 
WCBS Radio is the buy of the coming year. Take 
the word of a happy sponsor:' “In the first place, 
our schedule has had such an amazing cost per 
thousand figure that I doubt it could be duplicated 
anywhere. And the selling effectiveness is just as 
impressive. In the second place, your merchandising 
is terrific. We can actually see the dramatic 
effectiveness of each promotion.” 


Make this New Year’s resolution: To stay head and 
shoulders above your competition in 1955, use the big 
New York station with the big-name personalities. 
For availabilities, call Henry Untermeyer at WCBS 
Radio (PL 1-2345) or CBS Radio Spot Sales. 


New York city WEBS RADIO 


*Temporarily off the air because of illness. tName on request. 


service, should be a great asset in 
the company’s future.” 

Two years later, in May, 1953, 
Mr. Wise was elected chairman of 
the board, and Irving Manheimer 
became president. Mr. Manheimer — 
said yesterday that Mr. Wise had 
been working part time recently 
because of his heart ailment. 

In 1951, Macfadden reported 
gross revenues at $14,036,320 and 
net profits of $224,493. In 1952, 
gross revenues went up to $15,- 
089,023, with net profits at $281,- 
035. Last year the gross again was 
up, to $16,248,461, but the net de- 
clined to $163,713. 


Roberts to ‘Pit & Quarry’ 


Hiram L. Roberts, formerly 
Cleveland manager of Distribution 
Age, published by Chilton Co., has 
joined the New York sales staff 
of Pit & Quarry Publications Inc. 
He will represent Pit & Quarry, 
Concrete Manufacturer, the annual 
Pit & Quarry Handbook and Con- 
crete Industries Yearbook in the 
New England and mid-Atlantic 
states. 


Nice Bossy! 
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SHE MAKES WISCONSIN 


CREAM 


OF THE 


MARKETS 


Wisconsin milk production 
exceeds 15 billion pounds a 
year—73% more than any 
other state. Income from 
dairy products alone is more 
than $560,000,000. 

It’s because Wisconsin 
farmers welcome new meth- 
ods and new products—and 
have the cash to put them 
into use—that Wisconsin 
continues its Dairyland su- 
premacy. Their chief source 
of information, of course, is 
the editorial and advertis- 
ing columns of the ‘‘Ag’’. 
Use it to deliver your sales 
message to 9 out of 10 of the 
state’s best farm families. 


SERVING 


WISCONSIN 
FARM FAMILIES 


THROUGH | ' 
; Write us for 
» 104 latest market facts 
; of particular 
YEARS interest to you. 


WISCONSIN 


griculturist 


AND FARMER 


Dante M. Pierce, Publisher 
Racine, Wisconsin 
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ii A pe ee 
autdingbites For Sale? 
~| Elks will buy 
365,380 new cars 
in 1955! 


~ 


_Efks are a big, active market 
for automobiles and accessories. 
94% own at least one car. 
22% own two or more cars. 
They drive an average of 18,333 miles a year. 
They trade for a new car every 3% years. 
Elks are a buying market because they are leaders 


in business and in their community. You can reach 
this rich market only in The Elks Magazine. 


Get the whole picture about 1,080,839 
Elks (ABC). See the new Ross 
Federal Report packed with facts 
about Elks and their magazine. 


THE MAGAZINE 


' 
| 


Bendix Schedules Promotion 
with Atlas Premium 


| Bendix Television & Broadcast 


Receiver division of Bendix Avia- 
tion Corp., Baltimore, has sched- 
“uled a clock-radio promotion with 
| C. S. Hammond, map manufactur- 
-er, in which it will offer with each 
purchase of a $39.95 mahogany 
clock-radio a $25 world atlas. 
‘Bendix will make the books and 
supporting newspaper ad mats 
available to dealers through dis- 
‘tributors. 

A promotion package for dealers 
will include a four-color poster 


featuring the atlas, a two-color 


window streamer announcing the 
promotion and the price of the) 
clock-radio and folders describing | 
the radio line. The agency is Mac- | 


Advertising Age, December 27, 1954 


Getting Personal 


Ed Noble, chairman of the Life Savers pvoard and the American 
Broadcasting-Paramount Theaters finance-committee, gave $5,000,- 
000 Dec. 20 to the Edward John Noble Foundation, Greenwich, 
Conn. The foundation’s en- 
dowment, both income and 
principal, is used to support 
education, charities, hospitals 
and philanthropies generally. 
In 1953 he made a gift of 
$2,000,000 to the foundation, 
organized in 1940... 

Endorsements Inc. presi- 
dent Jules Alberti and his 
wife are taking their first 
vacation in two and a half 


New York « Detroit « Chicago « Los Angeles 


Manus, John & Adams, Baltimore. 


Alfred Soman Joins Brett 


Alfred Soman, formerly with the 
sales promotion department of 
Western Printing & Lithographing 
Co., New York, has joined Brett 
| Lithographing: Co., Long Island 
City, as sales promotion manager. 
Mr. Soman, with Western and its 
/predecessor, National Process, for 
(17 years, is a past president and 
‘one of the founders of the Young 
Lithographers Assn., New York. 


Europeans Get Ritz Crackers 

National Biscuit Co., New York, 
has authorized Motta, S.P.A., 
Milan, to produce and distribute 
its Ritz and Premium Saltine 
crackers in Europe and the Medi- 
terranean area. Motta will pay 
royalties to Nabisco based on pro- 
duction volume. Other varieties 
of Nabisco crackers may be added 
in Europe later. 


pont "PICK BLIND” 


IN SHREVEPORT! 


LOOK AT KWKH's Hoopers!: 


JAN.-FEB., 1954-— SHARE OF AUDIENCE 


WILKES-BARRE TALENT—-Dorothy Al- 
bee (she’s married, boys), WILK- 
TV director of advertising and 


promotion, accepts $250 check 
from Albert Plaut, ad and promo- 
tion manager of Dorothy Gray, 


years, a two-week stay on 
Palm Island in Miami Beach 
with non-professional Chica- 
go friends, Mr. and Mrs. 
Ralph Olcott. The Albertis 
will return to New York on 
Jan. 3... 

Leo Anderson, associate 
editor of Industrial Market- 
ing, Chicago, had his best 
Christmas present a week in 
advance—his first son—born 
Dec. 19. The Andersons have 


KWKH is the favorite station 


ik au ee ee Time KWKH STATION STATION STATION STATION 
’ 

fas io : oe esi: Mena Pye i 95 | 62 16.0 19.5 

cusinat howe of the four ener |220NOON Sa) 443 | omu2 | sa | at |i 

a Cae: all three other SUN. THRU SAT. EVE. 54.6 "12 8s 24.0 


LOOK AT KWKH1's s.a.M.S. AREA! 


KWKH is tuned in by 22.3% more homes, daytime, 
than all other Shreveport stations combined! In listeners- 
per-dollar, KWKH tops the next-best Shreveport station 
89.4%! 


50,000 WATTS 
CBS RADIO 


KW KH 


A Shreveport Times Station 


The Branham Co. 
Representatives 


i Mee 


Henry Clay 
General Manager 


Fred Watkins 
Commercial Manager 


Lehn & Fink subsidiary. She won ._ See who’s nearly 
national se eto aig ante One of the country’s oldest 
gers’ contest for products feature daily newspaper editors— 


on “the Ray Bolger Show” (ABC- 


Thomas A. Haggerty, Even- 
TV). 


ing Citizen, Winsted, Conn., 
—marked his 81st birthday 
the other day. He has been 
editor of the newspaper since February, 1926... 

Palm Springs will have a new lodge, come February, built and 
operated by Vera Lamprecht, formerly retail ad manager of Rexall 
Drug Co. and more recently ad manager of Thrifty Drug Stores, 
Los Angeles. The 12-unit lodge and owner’s quarters will have a 
swimming pool, air conditioning and kitchen facilities. .. 

New York’s new governor, Averell Harriman, has appointed 
Louis A. Wehle, board chairman of Genesee Brewing Co., as conser- 
vation commissioner. Mr. Wehle, who will take over the job on 
Jan. 1, has been active in the state’s conservation affairs for more 
than 30 years... 

John D. Yeck, of Yeck & Yeck, Dayton agency, and chairman of 
the Dayton Council on World Affairs, received (on behalf of the 
DCWA) the $1,000 community award given by the Foreign Policy 
Assn. in New York for the “most significant contribution to citizens’ 
education in world affairs.” .. 

John H. Brooks, president and treasurer of the Register, Torring- 
ton, Conn., has been elected to the board of trustees of the Torring- 
ton YMCA... 


IN TIME FOR CHRISTMAS—Roger Fawcett (standing), general manager 
of Fawcett Publications, New York, gets ready to present bonus 
checks to sales staff of Mechanix Illustrated for going over top on 
space sales for the last quarter of ’54. Sales momentum carried 
over into January, 1955, with scheduled space ahead of last January. 


Adrian M. Farley Jr., v.p. of Albert Frank-Guenther Law, New 
York, has been appointed a trustee of Berkshire School, Sheffield, 
Mass. Mr. Farley was one of four graduates of the preparatory 
school so honored by Clarence Stanley of Greenwich, Conn., v.p. 
of General Motors Corp., and president of the school’s board of 
trustees, at the recent annual New York alumni dinner... 

A bust of Connie Mack, the grand old man of baseball, has been 
enshrined at the Baseball Hall of Fame at Cooperstown, N. Y. It 
took place on Mr. Mack’s 92nd birthday, Dec. 23. Maker of the 
bust was Reginald E. Beauchamp, director of special events for the 
Philadelphia Bulletin. .. 

Paul Morency, v.p. of Travelers Broadcasting Service Corp. and 
general manager of WTIC, Hartford, was honored at a dinner given 
by officials and staff members, to celebrate his 25th anniversary 
with the station... 

George F. Booth, editor and publisher of the Telegram-Gazette, 
Worcester, Mass., has been named recipient of the honorary de- 
gree of Doctor of Humane Letters from Assumption College... 

E. M. Johnson, of the Bank of America, who writes the personals 
column in the Los Angeles Adclub’s bulletin, “Blue Pencil,” wrote 
this in the Dec. 14 issue about club member Rod Maclean, who is 
assistant v.p. of the Union Bank & Trust Co.: “I inadvertently gave 
pain/ To our good member, Rod Maclean,/ When I, in recent column 
called/ Him “Rodney”—which his Scotch blood galled./ His right- 
ful name is “Rod-er-ich.”/ To call him “Rodney” makes him sich,” 
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Advertising Age, December 27, 1954 


TV and Electronics Will Liven the Future 
with Many Wonders, Gernsback Predicts 


NEw YorK, Dec. 21—A sparkling 
future through television and other 
electronic devices is predicted by 
Hugo Gernsback, publisher of Ra- 
dio-Electronics, and a prognostica- 
tor from ’way back. 

Mr. Gernsback, who reportedly 
was foreseeing radar, television 
and other outlandish things as! 
early as 1908, has gazed into his' 
crystal ball or cathode tube or, 
whatever he uses to descry such 
things as doctors treating patients 
at long distance, 500,000 students 
listening to a lecture at one time 
and a tv receiver that does almost 
anything you want it to do. 

Mr. Gernsback sets forth his 
predictions in “Forecast 1955,” a 
pocket-size magazine which he 
sends out every Christmas as his, 
greeting to friends. | 


| 
| 


s According to Mr. Gernsback, it) 
would be possible even now to set 
up a system of television and re-| 
mote control handling devices | 
which would enable a doctor to 
flip a switch connecting him with) 
a patient’s room many miles away. | 
Then, through various handling) 
devices he will be able to take) 
pulse, temperature, respiration and 
administer drugs and hypodermic 
injections. This will make the. 
doctor’s life less hectic and pos-| 
sibly longer. Patients could rent} 
a unit of this kind from a local 
druggist or some other outlet, Mr. 
Gernsback points out. 

Mr. Gernsback suggests using | 
closed circuit television as a means | 
of educating more scientific work- 
ers. The particular urgency in his 
suggestion springs from the fact 
that Russia has reached the point 
where it will be turning out more 
technical graduates every year 
than the U. S. 


# Possibly the most beguiling vi- 
sion Mr. Gernsback conjures up is 
that of the “universal” television 
receiver. 

This receiver will be large, per- 
haps 23x16”, but it will be only 
three inches thick. You can place 
it on a table or hang it on the wall | 
like a picture. Its glass or plastic | 
face plate will act as a loud speak- | 
er, carrying the bass or low notes. | 
Its frame will reproduce the high-| 
er frequencies. 

The face plate, when not in use, | 
will have a water color or painting | 
on it, so that it will look like a) 
picture, but this will disappear 
when it’s activated. All controls) 
will be pushbutton, or in some| 
cases you will be able to change; 
channels or turn it off or on by) 
blowing on a supersonic whistle | 
like those inaudible to human ears 
used to call a dog. 


# This receiver will also be a) 
transmitter, and you will be able) 
to hook it into your phone system | 
by flipping a button, so that you 
can see the person you're talking. 
to. You will also be able to have) 
a screen in every room and talk to. 
anyone in any room in your house | 
and you will be able to subscribe 
to a monitoring service which will 
be able to watch your house, 
through these screens 24 hours ay 
day to make sure burglars don’t, 
break in to steal other electronic) 
wonders you are bound to have 
lying around at this point. | 

Another electronic innovation. 
Mr. Gernsback suggests is aimed 
at psychoanalysis. Mr. Gernsback, | 
who is also publisher of Sexology, 
has contact with many psychia-| 
trists and analysts, and feels he| 
understands their problems. 

One of these is the lack of 
trained psychoanalysts to handle} 
the mentally and emotionally ill) 
and another is the fact that many | 
patients balk at revealing all the! 
intimate details of their sex life.| 
Mr. Gernsback says that getting, 
these details off the chest is very. 
important. His solution is simple. 


Let the patient stay at home and 
lie on his own couch with a tape 
recorder. He can put his free asso- 
ciations down on the tape and send 
them to his doctor or to some clinic 
where they can be properly pro- 
cessed. 


‘American Daily’ Expands | 


The American Daily, published 
in Europe by Army Times Publish- 
ing Co., is starting a weekend edi- 
tion Jan. 15. The edition will be a 
40-page tabloid featuring eight’ 
pages of color comics. Now in its 
second year of publication, Amer- | 
ican Daily claims a circulation of 
47,000 among American troops 
stationed in Europe. 


Cline Joins Four A's 


Cline Advertising Service, Boise, 
has been elected to membership in 
the American Assn. of Advertising 
Agencies, becoming the first mem- 
ber in Idaho. 


BERTSCH & COOPER, 547 S. Clark St., Chicago « HArrison7-5920 
CREATIVE COMPOSITION AND LAYOUT e« MONOTYPE © LINOTYPE e FOUNDRY TYPE § 
EXPERT HAND SETTING e ELECTROS e TRU-TONE® PLASTIC PLATES e NEWSPAPER MAT 
SERVICE e TRU-TONE ® ETCH PROOFS e TRANSPARENCIES FOR OFFSET AND GRAVURE 


Electros and Typography 
add ‘‘snap”’ to each other at 


BERTSCH « COOPER 


=p P eas A - « ” . Te . Ko a 
~ Sw EET + ¢ in ~ ans Ss Ln te a2) ee aes eNe 


one phone call gets 
both, at B&C... 
the one sure 
way to insure quality! 


. 


OF THE VIEWERS IN 
THE BILLION DOLLAR 
SOUTH FLORIDA MARKET 
SELECT CHANNEL 4, 
MIAMI - AS THE CHANNEL 


THEY VIEW MOST. 


ARB - Miami - Fort Lauderdale - West Palm Beach 
Survey Sept. 1954 


Show your product to South 
Florida’s 1,200,000 permanent 
residents over their favorite 
television channel. See your 
Free & Peters Colonel today. 


St MAM 


Florida's First Television Station. 
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-——Total Advertising, in Pages——. —-——-Total Advertising, in Lines-———. in Lines 


Advertising Age, December 27, 1954 


Publications with an * report directly to ADVERTISING AGE 


e 


Commercial Dis- ' 
play Excluding 

Poultry, Classified 
and Livestock, 


Advertising Pages and Linage in Farm Publications 


Official Figures for November and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 


——Total Advertising, in Pages——. ———Total Advertising, in Lines——— in Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 
1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 

Farm Magazines Idaho Farmer ........ 37.2 37.3 465.0 533.4 28,164 28,230 351,566 403,250 26,726 26,716 

tCapper’s Farmer .... 42.1 60.1 580.7 652.2 18,059 25,779 249,105 288,770 17,184 25,104 | *Indiana Farme:’s Guide 16.9 248 293.3 314.2 13,267 19,422 229,915 246,160 9,523 14,538 

tCountry Gentleman .. 78.8 111.7 860.2 1,022.4 33,816 47,926 369,007 451,367 32,755 47,007 | Kansas Farmer ....... 33.7 43.7 514.1 523.0 25,586 33,179 390,731 397,532 20,610 27,928 

iFarm Journal: Michigan Farmer ..... 42.6 37.8 648.7 593.5 32,751 29,036 498,187 455,807 28,931 25,173 
#National Less West- Missouri Ruralist .... 32.7 31.3 520.6 532.8 24,849 23,809 395,644 404,884 22,433 22,131 

ern Edition ...... 89.3 102.2 994.0 1,041.3 38,299 43,843 426,442 446,740 37,363 42,880 | Montana Farmer- 
Western Edition .. 89.6 98.5 994.4 1,033.7 38,442 42,270 426,585 443,441 37,506 41,307 eee 44.0 56.3 707.8 727.5 33,229 42,546 535,070 549,941 24,514 30,989 
Average 2 Editions . 89.5 100.4 994.2 1,037.5 38,370 43,057 426,513 445,086 37,434 42,904 | Nebraska Farmer ..... 70.4 70.2 935.8 874.1 53,235 53,106 707,464 660,864 42,425 43,376 

Farm & Ranch—Southern Agriculturist: New England Homestead 30.2 34.6 410.3 439.2 21,159 24,217 287,177 307,530 15,510 16,347 
#Upper South Edition 30.3 37.8 384.0 424.8 12,980 16,204 164,724 182,217 11,505 15,086 | Ohio Farmer ........ 46.6 46.3 706.7 696.9 35,757 35,596 542,775» 535,231 30,370 31,619 
#Lower South Edition 33.4 38.8 398.1 447.8 14,311 16,628 170,777 192,103 12,434 15,339 | Oregon Farmer ....... 37.9 38.0 470.1 507.2 28,665 28,735 355,380 383,548 27,227 27,340 
#Southwest Edition . 35.9 47.8 486.1 550.3 15,414 20,505 208,544 236,097 13,083 17,977 re a Farmer .. 39.8 33.1 547.4 530.7 30,560 25,444 420,397 407,653 26,791 22,454 
Average 3 Editions . 33.2 41.4 422.7 474. 4, : ’ 1 x rairie Farmer: 

Progressive Farmer: [a er See See ee oe #illinois Edition ... 69.7 66.3 981.6 882.3 50,762 48,277 714,609 642,320 41,904 40,035 
#Carolina-Va. Edition 91.1 112.1 1,018.7 1,097.4 61,944 76,217 692,749 746,026 59,979 74,226 #Indiana Edition .. 70.7 68.3 954.9 886.5 51,490 49,733 695,171 645,366 42,632 41,491 
#Ga.-Ala.-Fla. Edition 93.0 113.0 1,046.5 1,124.5 63,237 76,800 711,599 764,597 60,162 74,380 Average 2 Editions .. 70.2 67.3 968.2 884.4 51,126 49,005 704,890 643,843 42,268 40,763 
#Ky.-Tenn.-W. Va. Rural New-Yorkes .... 24.2 24.5 353.7 363.5 18,955 19.300 277,336 284,956 15.399 oud 

Edition ......... 86.7 106.1 988.5 1,052. ' ; Utah Farmer ......... 38.6 39.8 480.3 547.9 29,147 123 363,073 414,230.26, 5, 
#Miss.-La.-Ark. — So ee ee eee Farmer .... 78.2 73.1 1,092.3 1,000.6 o.279 57,292 856,324 784,455 51,590 ones 
ae 90.7 105.3 998.3 1,052.3 1,691 71,634 : y " , Washington Farmer ... 41.9 39.9 481.7 512.0 31,70 30,135 364,210 387,092 30,06 . 
#Texas Edition .... 91.3 111.8 1,017.7. 1,129.7 yy 75,994 ore Lin ood pope | bay Western Farm Life .... 23.7. 25.1 327.6 3741 18,617 19,656 256,815 293,265 16,874 18,292 
Average 5 Editions . 90.6 109.6 1,013.9 1,091.2 61,581 74,560 689,486 742,059 59,227 72,444 te ag a --- 20.7 22.0 243.5 335.0 16,219 17,234 190,905 262,643 3,801 2,478 

Successful Farming ... 81.6 92.0 925.8 987.2 36,699 41,402 416,612 444,258 36,050 40,450 isconsin Agriculturist 
Total Grou ...... 4158 S1S.2 4797.5 52648 202,760 250,503 2,332,071 2,575,013 94991 2aaoas | * Farmer -..--.-. SS Oe Se oe a: So ee 

tChanged from 680-line page to 429-line page in February, 1953. {National Less Western and Western editions were not Total Group ...... + 995.0 1,026.6 13,932.9 14,011.6 760,674 785,156 10,660,888 10,726,319 641,702 664,368 


listed separately prior to September, 1953. #Not 


included in totals. 


tThis edition also carries all linage appearing in Western Farm Life. #Not included in totals. 


Monthlies Farm Linage Trend Figures in Thousands 
t*Agricultural Leaders’ 
BE Sdsidecivs 11.9 238 155.0 2011 5,099 4,655 66,513 39,468 5,099 4,655 
American Fruit Grower 9.4 13.2 279.6 312.8 4,061 5,718 120,766 135,173 3,913 5,575 MAGAZINES - MONTHLIES 
American Poultry Journal: : : : 
seEaster Esition e 430 42.0 384.8 395.3 18,452 18,000 165,066 169,539 14,205 13,802 : 1954 1954 
#Central Edition ... 33. . 25.0 326.4 14,228 14,784 139,416 139,996 12,400 12,908 
nee Edition .. 35.0 30.2 307.9 299.7 15,029 12,952 132,084 128,579 12,281 10,794 Nov.| 20 3 —— _] NOV.|465 
#Southern Edition . 335 —— 3146 —— 14,364 134,948 10,510 
Average 4 Editions .. 36.2 35.5 333.1 340.4 15,518 15,245 142,878 146,038 12,349 12,501 oct. | 225 J oct. [465 _| 
Arkansas Farmer .... 15.3 15.9 189.4 210.0 11,548 12,030 143,157 158,779 11,172. 11,572 1953 ; : . 1953 
Better Farming Methods 48.7 42.0 355.1 377.0 20,907 18,033 152.338 161.737 20.907 18,033 
Breeder's Gazette .... 128 17.7 189.3 207.7 5,773 7,979 85,192 93,496 3,619 6,539 ae NOV. 
*Broiler Growing .... 39.6 44.6 420.8 444.0 17,002 19,118 180,533 190,450 13,098 14,134 
*California Citrograph . 21.3 20.3 254.3 248.1 14,322 13,622 170,870 166,852 14,098 13,412 
a SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
Monthly .......... 16.0 13.0 1498 1329 12,131 9,786 113,281 100,427 11,543 9,142 
*Carolina Co-operator . 9.0 9.0 99.7 96.2 3,780 3,780 41,860 40,348 3,318 3,360 1954 * 1954 1954 
*Cattleman, The ..... 122.8 125.5 1,180.1 1,311.0 51,576 52,720 495,641 550,618 18,641 19,064 
Cooperative Digest .... 19.7 19.4 86.3 1024 8260 8148 36,263 43,002 7,040 8,120 NOV. Nov. [89] 
*County Agent & Vo-Ag 
Teacher .......... 18.3 22.0 2655 2136 7,830 9,438 113,897 91,632 7,830 9,438 | |OCK{1,009 | oct. [121 | 
*Electricity on the 1953 1953 
hori 12.1 104 1067 1186 4,329 3,720 38,101 42,348 4,329 3,720 
*Farm Management ... 15.4 14.9 1718 162.2 6,608 6,405 73,707 72,453 6,608 6,405 nov. EE NOV. EE 
Farmer-Stockman ..... 40.0 46.8 525.2 5284 17,176 20,061 225,328 226,718 13,914 16,482 
*Florida Cattleman ... 66.6 73.7 713.4 787.9 27,991 30,957 299,630 330,868 16,093 16,926 
*Florida Grower & 
 ™ 29.5 31.6 257.0 242.6 20,072 21,457 174,766 164,916 18,757 20,777 | Bi-Weeklies 
Kentucky Farmer ..... 17.2 20.0 261.6 276.5 13,453 15,695 205,062 216,736 12,226 14,578 | Arizona Farmer ..... 65.4 64.1 825.4 866.0 49,444 48,484 624,037 654,702 47,596 47,028 
*Michigan Farm News. 17 29 244 291 3,819 6,822 56,667 67,641 3,731 6,692 | California Farmer: 
*Mississippi Farmer ... 9.3 8.6 116.6 1145 7,017 6,505 88,118 86,592 6,919 6,379 #Northern Edition .. 42.4 48.6 561.7 641.4 32,038 36,735 425,643 484,890 29,500 34,868 
*Missouri Farmer .... 15.1 13.7 131.9 107.1 10,419 9,428 90,764 73,693 9,791 9,002 #Southern Edition .. 39.3 46.6 555.8 628.1 29,698 35,201 420.256 474,804 27,468 33,334 
National Live Stock Average 2 Editions .. 40.8 47.6 558.7 634.7 30,868 35,968 422,950 479,847 28,484 34,101 
Producer .......... 114 4«=—-8.4) «133.9 «1198 8296 6,113 97,474 87,260 7,972 5,861 | *Dairymen’s Leaque 
station's ag sag . 62 92 821 93.0 2,795 4129 36,952 41,848 2,795 4,129 a re 115 123 1506 1554 8362 8,969 109,636 113,123 7,935 8,155 
ew Jersey Farm ee “an Gini 
yagi 38.9 45.9 525.1 518.1 17,529 20,652 236,290 233,220 14,265 15,892 Total Group ....... ll7.7 124.0 1,534.7 1,656.1 88,674 ~93,421 1,155,623 1,247,672 84,015 89,284 
*Ohio Farm Bureau #Not included in totals. 
News 11.6 113 1165 1156 5,240 5,107 52,432 52,160 5,040 4,857 
Poultry Tribune: Weeklies 
#Eastern Edition ... 446 45.8 4361 431.0 19,138 19,660 187,067 184,921 13,483 14,583 | Weekly Star Farmer: 
#Central Edition .. 30.6 36.4 370.4 3718 13,141 15,633 158,908 159,534 10,404 13,042 Kansas Edition ..... 16.7 13.8 237.9 243.2 41,191 33,908 - 586,172 599,275 32,683 33,042 
Western Edition .. 366 32.8 408.1 317.4 15,682 14,063 175,094 136,199 11,695 11,753 Missouri Edition ... 166 13.4 238.1 246.4 40,957 33,072 586,603 607,164 31,909 32,150 
§#Pacific Edition .. 40.3 45.6 459.0 404.3 17,281 19,571 196,907 173,465 11,544 14,098 Okla.-Ark. Edition .. 15.6 122 2228 225.5 38,377 30,024 548,921 555,630 30,798 29,158 
Average 4 Editions . 38.0 40.2 418.4 3815 16,310 17,231 179,494 163,530 11,781 13,369 ‘ ; 
*Southern Farm & Home 6.4 6.9 73.7 1016 6,389 6,877 73,735 101,476 4,877 5,328 | Dailies 
Southern Planter ..... 25.1 28.6 329.9 350.4 17,558 20,009 230,913 245,275 16,953 19,187 | Chicago Daily Drovers 
*Turkey World ....... 42.9 43.6 499.0 498.6 18,413 18,718 214,058 213,951 11,147 10,685 Journal ..........- 51.6 37.2 429.8 411.8 109,901 79,188 914,631 876,440 67,470 42,550 
*Western Dairy Journal 32.8 32.2 358.8 409.8 14,084 13,804 153,927 172,808 9,380 10,682 | Kansas City Daily Drovers 
*Western Livestock Telegram ........- 41.3 39.9 402.3 454.1 87,809 84,922 856,138 966,015 48,370 35,594 
BE Sc ceiuessa 95.3 139.2 1,036.5 1237.6 40,891 59,696 444,641 522,133 13,020 14,798 | Omaha Daily Journal 
*Wyoming Stockman- Stockman ........- 55.2 45.1 4625 461.5 117,436 95,933 84,105 982,109 63,613 45,579 
Barrer re rye re 32.55 24.0 289.9 250.8 29,190 21,504 259,722 224,638 22,778 16,136 | St. Louis Daily Livestock 
Total Group ...... 925.0 1,014.0 10,130.4 10,640.9 465,386 495,153 5 094,970 5,258,464 345.003 357.430 Reporter ........-- 32.0 23.5 281.7 _ 303.4 68,301 49,996 _ 599,377 _ 685,558 46,029 27,898 
tChanged from 196-line page to 429-line page in January, 1954. 11 issues in 1954; 10 issues in 1953. tSouthern edition . ff. are 180.1 145.7 1,576.3 1,630.8 383,447 310,039 3,354,251 3,470,122 225,482 151,621 
started in January, 1954. §Formerly Pacific Poultryman; changed to Pacific edition in July, 1953. #Not included in totals. o di 
anadian 
Newspaper Monthly Farm Sections Le Bulletin des 
*lowa Farm & Home . 21.7. 19.6 288.6 246.6 22,302 20,190 297,225 258,283 20,935 17,023 Agriculteurs ....... 53.3 50.0 571.0 571.7 37,309 35,053 399,678 400,186 37,167 34,891 
*Rural Gravure ...... 100 99 924 86.0 9,958 9,870 92,356 85,991 9,958 9,870 | Country Guide ....... 33.6 40.6 4765 484.4 24,171 29,248 343,099 348,874 24,171 29,248 
¢*Texas Ranch & Farm 48.8 49.9 214.3 221.3 51,282 52,416 225,036 232,400 49,084 50,435 | Family Herald & Weekly Star: a th. oh ek oe weet 
meee. joa 5053 5539 8354 ai , ; ; 77328 | Farmer's Magazine ... 20.7 27.1 ‘ j \ / 5 . 807 11,544 
oan an y.. ant ® 59 Rao ae Pn a S166 ST TS #Western Edition .. 84.9 87.5 $24.7 872.6 84,938 87,494 824,700 872,540 63,886 68,180 
Semi-Monthl Average 2 Editions .. 90.0 92.0 896.5 947.8 89,959 91,950 896,495 935,411 64,519 68,355 
mi-Monthlies Farmer's Advocate & Cana- ; 
American Aoriculturist . 28.5 26.8 339.1 356.0 20,751 19,490 246,895 259,132 17,782 17,113 | _ dian Countryman ... 40.7 42.4 548.7 566.4 28,487 29,692 384,061 396,428 23,309 24,882 
*California Grange News 88 9.6 125.0 145.7 9,591 10,456 135,639 158,491 3,346 4,116 | Farmer's Magazine ... 20.7 27.1 334.7 351.0 8,880 11,604 143,596 150,577. 8,807 11,544 
om Gay 6 2 279 3653 4149 19.050 21121 276177 313,705 17,069 18,902 ‘a oe 92.1 105.8 1,139.4 1,159.4 97,650 114,239 1,207,741 1,252,256 66,379 79.198 
Farmer ccccccceess 25. A \. x . . . ; 902 | Farmer .........+- . d 139. 159. ’ ’ ,207, 252, iy 3 
Dakota Farmer ....... 418 55.8 729.6 727.8 32,775 43,750 571,999 570,626 31,583 42,876 | Western Producer .... 428 50.5 548.3 596.7 45,746 54,092 586,632 638,457 29,718 37,627 
Farmer, The ......... 62.3 67.0 930.2 855.6 48,860 52,532 729,284 670,735 42,742 46,920 Total Group ....... 373.2 408.4 4,515.1 4677.4 332,202 365,878 3,961,302 4,122,191 254,070 285,745 
Hoard’s Dairyman .... 38.3 38.2 497.5 481.2 27,900 27,795 362,184 350.274 21,771 22,038 | +Changed from 1080-line page to 1060-line page in November, 1953 Not included in totals. 
British Brewer Appoints the New York distributor. New Heating Quarterly | handle heating and air condition-|ule, offering 1, 3, 6, 12, 13 and 
Anderson & Cairns Advertising will be confined to} ‘Will Appear Next Month \ing equipment, and among sales-/|24 time rates, has been set up 


; : d heating and cooling 

Hope & Anchor Breweries Ltd.,| New York for the present, chiefly | Electric Heat & Air Conditioning,|™°" 3” ; : " 

Sheffield, England, has appointed ‘2 Cue and The New Yorker. Other|, quarterly which will “probably | Cdu‘pment stitishen electrical com 
Anderson & Cairns, New York, as | ope & Anchor brews may be im-|phecome a monthly in 1956,” will |? , 

its advertising and public relations Ported next year. 


counsel in the U. S. Principal prod- 


uct to be promoted is Manx Oyster |LeBlang Shifts Operations 


Stout, brewed on the Isle of Man 


is a specialty drink, and is said to| York, to open offices at 550 Fifth |& Oil Heat and Gas Heat. 


make its initial appearance with a ; 
January, 1955, issue. Basic b&w | ‘Jobber Product’ Sets Rates 


page rate has been announced at; Jobber Product News, new tab- 


M. H. LeBlang has resigned as|$200 by Heating Publishers, New loid monthly for automotive job- 
by Castletown Brewery, a subsi- | assistant advertising and sales pro- | York, who will add the book to bers (AA, Dec. 13), will bow in 
diary of Hope & Anchor. The stout motion director of WCBS-TV, New |their present publications, Fueloil| June with a verified, controlled 


circulation of more than 40,000 


contain the juice of a New Zealand | Ave. as an investment and insur-| Guaranteed distribution for the | ‘copies monthly, according to the 


oyster in every bottle. It sells here | ance counselor. The change will be first issue of 2,500 copies will be | 


for 65¢ a bottle. Reiter’s Inc. is| effective Jan. 1. 


publisher, Jobber Product Publish- 
among dealers and contractors who | ing Corp., Chicago. A rate sched- 


based on $450 for a page, one time. 
Combination rates with Transpor- 
tation Supply News, a sister publi- 
cation, also will be available. 


Panda Prints to Davidson 
Panda Prints, New York manu- 
facturer of greeting cards, has ap- 
pointed Alfred Davidson Associ- 
ates, New York, to handle its 
advertising, public relations and 
publicity, effective Jan. 1. The 
company had no previous agency. 
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Advertising Age, December 27, 1954 


Fast Rio Coverage 
Nets 23 New Latin 
Affiliates for WRUL 


NEw YorK, Dec. 22—WRUL, 
whose’ short-waved _ broadcasts 
are heard by audiences in 60 coun- 
tries, signed 23 new radio stations 
in Brazil as a result of its coverage 
of the recent Inter-American Eco- 
nomic Conference at Rio de Janei- 
ro. 

The company sent a three-man 
reporting team and ordered them 
to work out a means of fast news 
coverage for the conference. They 
solved the problem by radio tele- 
phoning their stories from Rio to 
the New York studios of WRUL. 


tions regionally in whatever coun- 
tries he wishes through this inter- 
national hookup. 


New England Mutual Revamps 
Its Information Services 

The New England Mutual Life 
Insurance Co., Boston, has set up 
a new department of information 
services headed by David W. Tib- 
bott, director of information ser- 
vices. Mr. Tibbott formerly was 
director of advertising. 

The department, designed to in- 
tegrate the company’s communi- 
cations functions, has three units: 
advertising, headed by Lee Bar- 
rett, assistant director of advertis- 
ing; public relations, headed by 
Frank W. Hatch Jr., public rela- 
‘tions assistant; and publicity, 


There the commentary was re-|eaded by Donald G. Abbott, pub- 


corded on magnetic tape and fed | 


over land lines to WRUL’s trans- 


mitters in Massachusetts, whanee | 
they were beamed back to Latin | 


America by short wave. 
South-of-the-border stations af- 
filiated with WRUL then rebroad- 
cast the Rio news on standard) 
wave lengths to their own au- 
diences. The news got to its au- 
diences within four and a half 
hours of the time it took place. In 
that part of the world this repre- 
sents fast work, according to Wal- 
ter S. Lemmon, president and di- 


licity assistant. 


‘Kohler Adds Two 


Two optical manufacturers have 
switched their advertising ac- 
counts to Albert A. Kohler Co., 
‘Old Greenwich, Conn. They are 


Liberty Optical I{fg. Co., New- 
ark, formerly with Melvin E. Back, 
Newark, and Lum ir Optical Mfg. 
Co., Mt. Vernon, NV. Y., formerly 
with Timrod Rem] ng, New York. 


Form Negro Radio South 

A new regiona! station group, 
Negro Radio South, has been 
formed to offer combined rates 


Compton Names Dillon V. P. 


| Dancer-Fitzgerald-Sample, has 


Clifford Dillon, formerly v.p.! joined Compton Advertising, New 


and copy chief of Sullivan, Stauf- | York, as v.p. and creative execu- 
fer, Colwell & Bayles and also of tive. 


for WMRY, New Orleans, KCOH, 
Houston, and KW8C, Dallas-Fort 
Worth. Facilities of the three radio | 
outlets are offered on a single bill- | 
ing and contract basis. Gill-Perna | 
Inc. handles national representa- | 
tion for all areas except the West | 
Coast, which is being handled by 
Lee F. O’Connell. 


Cocktails to Gumbinner 

G. F. Heublein & Bros., Hart- 
ford, has named Lawrence C. 
Gumbinner Advertising, New 


York, to handle its Club cocktails. | 
The account, which was. with) 
Gumbinner from 1940 to 1952, was} 
last with Harry B. Cohen Adver-| 
tising. Gumbinner also handles | 
Heublein’s liquors. 


eee 


rector of the World Wide Broad- | 
casting System. 


a Mr. Lemmon started the inter-| 
national broadcasting station in) 
Boston in 1930, more or less as a, 
hobby. Studios are in New York, | 
but the transmitters—five 50,000- | 
watt transmitters—are located at. 
Scituate, Mass., near Boston. 

In late November World Wide 
received what amounted to a clean. 
bill of health from the FCC in an 
order granting permits to extend 
the operations of WRUL. Hearings 
on WRUL were started in 1949 to 
look into alleged violations involv- 
ing programming, sponsorship and 
technical equipment. The FCC 
decided the deviations were of an 
“inconsequential nature.” 

Three of the five World Wide 
transmitters broadcast to Latin 
America regularly a few hours a 
day. In addition to news, the pro- 
gram schedule features disc jockey 
music shows and cultural and en- 
tertainment roundups of the 
what’s-going-on-in-New-York va- 
riety. 
# “Our Rio conference coverage 
proves once again the effective 
way in which private industry can 
work with the government to pro- 
mote this country’s best interests | 
abroad,’ Mr. Lemmon said. 

“By getting the jump on the 
Communists with fast and accu-| 
rate reporting on the actual devel- | 
opments of the Rio Conference, we 
were not merely heading off hos-. 
tile rumors and distortions before | 
they could get started; we were 
rendering the peoples of Latin 
America a positive service which 
they would not otherwise obtain.” | 

With the new block of Brazilian | 
stations, WRUL is now affiliated 
with 82 stations in Mexico, the 
Caribbean area and Central and 
South America. The daily broad- 
cast schedule includes shows in 
English, Spanish, Portuguese, Swe- 
dish, Norwegian and Dutch. Oddly 
enough the English programs— 
business and news roundups par- 
ticularly—are the best sellers with 
advertisers covering the Latin 
American area. 


# Among the U. S. sponsors now | 
making a bid for these foreign. 
markets: Royal Typewriter Co.; 
The Texas Co.; Fairbanks, Morse 
& Co.; Pan American World Air- 
ways; International Standard 
Electric; Merrill Lynch, Pierce, 
Fenner & Beane; Life magazine, 
and Rocke International Corp. 
Several of these are co-sponsors of 
a 15-minute daily stock market re- 
port. 


An advertiser can buy the sta- 


FAMOUS LAST WORDS: 


‘it cant happen here 


Let’s face it — it can. Being ready for emer- 
gencies has become a part of our daily life, 
whether we like it or not. The emergency may 
be an atom bomb—or it may be a fire, a flood, 
a tornado. It’s good business to be ready for it 
—whatever it is. Take these precautions TODAY: 


(C0 Enlist the help of your local Civil Defense Director. 


( Check contents and locations of first-aid kits. 


C) Send staff to Red Cross courses. They may save 
your life. 


[J Promote preparedness in your community. Your 
local CD Director can show you how. 


Set the standard of preparedness in your plant 
city — check off these four simple points NOW. 
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ohnson’s Carnu, advertised through 
Foote, Cone & Belding, leads all other 
| auto polishes in preference and in sales 
| FOOTE, ic & a ee EAE NEW YORK, CHICAGO, HOUSTON, 
j LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 4 
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Feature Section 


Advertising Age 


Advertising Agencies Pick Their Best of 1954 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

In November, a letter in the following 
vein was sent to a representative ad- 
vertising agencies: “During 1954, your 
agency undoubtedly produced a campaign 
of which you are especially proud. We 
invite you to send us 
an advertisement that 
is typical of the series, 
together with an ex- 
planation of the prob- 
lem and the objective, 
the thinking behind 
the basic campaign 
idea, and the results 
obtained to date.” We 
weren’t sure that agen- 
cies and their clients 
would be willing to collaborate. Perhaps 
we were asking for “classified material.” 
But our doubts were groundless. The 
feeling seems to be unanimous that here 
was an editorial undertaking’ which 
would be a major contribution to adver- 
tising. This present article is the fourth 
of a “Best Ad” series that will appear in 
this space for a number of weeks. 


tomes D. Woolt 


Bonsib Advertising Agency 
“The Rea Magnet Wire advertisement,” 
writes the Fort Wayne agency’s president, 


L. W. Bonsib, “is not artistic, but it is 
outstanding from many other considera- 
itons.” His letter in full: 

“Rea Magnet Wire Co. has been a very 
successful company for a great many 
years. It is in an industry which is more 
or less stable, in that companies using 
magnet wire stay with the suppliers who 
prove they can give satisfactory quality 
and service. For that reason, the Rea 
management felt there was no great need 
for advertising. Prior to World War II 
they did run a series of advertisements 
in trade journals for a short time, but 
no other advertising has been considered 
until the present campaign. 

“Recently they developed a new way to 
pack magnet wire in drums instead of 
the usual small reels used heretofore. 
That was so important they wanted to 
tell the electrical industry about it at 
once. 

“Other types of wire had been packed 
in continuous lengths in drums, but mag- 
net wire is a much more delicate wire 
and ReaPak was the first development 
in this field making it possible to ship 
magnet wire in 500-pound continuous 
lengths. This is many times the amount 
of wire previously available in one unii, 
which assures an obvious labor saving 
to the factories using the wire. 

“Many minds in the same industry are 
always working on the same problems, 
and the company realized that it would 
gain most if first in the field. 

“We believe that advertising has two 


News for the Electrical industry 


900 Ihs. Continuous Lengths 


ORUM DIAMETER 20° 
HEIGHT 36" 


BY REA MAGNET 
WIRE COMPANY. INC. 


For the first time, 500 pound continuous lengths of 
magnet wire are being shipped in drums.* This innovation, 
ReaPak, is a new container which holds many times the 
amount of wire previously available. 


REAPAK OFFERS ECONOMY 
ReaPak fille a long expressed desire by the electrical in- 
dustry for larger and more easily packages 
ReaPak should effect real economies in lower coil winding costs, 
scrap reduction, reduced handling charges, lower container invest- 
ment, as well as affording better protection for magnet wire in 
transit. 
Presently, production is confined to sizes #22 to #10 
A.W.G.; the range of sizes most commonly used in mass consump- 
tion of magnet wire. 


Write or call today . . . get the advantages of ReaPak now! 


of magnet wire. 


* Licensed by Continental Can Company 


REA MAGNET WIRE COMPANY, INC. 


EAST PONTIAC STREET, FORT WAYNE, INDIANA 
TELEPHONE ANTHONY $202 


NEWS—Rea Magnet Wire Co. moved fast with this announcement of its new ReaPak— 
jirst to make it possible to ship magnet wire in 500-lb. continuous lengths. Bonsib 
Advertising Agency handles the account. 


Weiss Suggests Line Extension 


Agencies’ Best—4th of Series 


C. M. Troubled by Pronunciation 


Bedell Compares Bank Ads 


“A work of Oe” ond 
“The aura of greatness” 


Satuauey Seve 


_,. on @ moonlit night, a young aviator 
had a vision — a dream that was to lead 
him, alone, on the greatest flight ever made 
into the unknown. This is that aviafor's his- 
toric story — a_ magnificent, besutifulty- 
written book that will endure forever as the 
personal testament of a courageous spirit 
It is a story of youth — of carefree days 
and daredevil escapades It is a story of 
early aviation—of dangerous airmail flights. 
parachuting, barnstorming It is the story 
of hardships in preparing for his epic flight 

And, it is the story of glory aso cheer- i 
ing world honored the most daring adventure 
of our time 
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Hdl iPS A. LiNGHELS | N) 
NATIONAL BEST SELLER. 

THE SPIRIT OF ST. LOUIS 


“Magnificent . one of the most vivid bits 
of pictorial writing ever produced in this 
country.” Gerald W. Johnaon, N.Y. Post 
A truly remarkable book There has never 
been anything like it before in the history of 
autobiography.” 

— Orville Prescott, N.Y. Times 


Profaacly dheat rated, 88 @ At ali bookstores 


CHARLES SCRIBNER'S SONS 


Cua 


CAPTURES THE SPIRIT—This ad ran last January—four months after publication of the 
I.indbergh book—and aimed at the untapped market of readers, following Christmas 
buying. Franklin Spier Inc. is the agency. 


Here's absolute proof that home mortgages are different—and that a 
MIDLAND offers the finest of them all... coe 


MIDLAND’S “OPEN-END” MORTGAGE 


<> Midiand's Open-End home loan fee is only $37.50 regardiess of the 
amount borrowed. 
<y You build a reserve against which you may borrow for home moderniza- ¢ 
tion, education, or any emergency which may arise. a 


IY Small monthly payments include interest, principal, taxes and insurance a 
while each month your equity increases. ra 


Jack wants to add a third bedroom on the 


= home he’s owned for $ years, but doesn’t have 


the cash and can't afford the high monthly 
payments of the available 3-year repayment 
~ plan. He'll get his room without any trouble 
though, because he can borrow on his Mid- 
land Open-End Mortgage, and add the loan 


to his mortgage payments. 
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pe. ag M ‘ D LAN 


17TH AT GLENARM 


DOWNTOWN Office 
ACome 2-9441 


FEDERAL SAVINGS & 
LOAN ASSOCIATION 


8007 WEST COLFAX 


Bimont 3-6589 


you can borrow on your 
Open-End Mortgage from 


INQUIRY SEEKER—This ad produced quick results on inquiries in the Denver area about 
Midland’s “open end” mortgages. The campaign has continued since August, through : 
Wayne Welch ine. < 
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functions. One very important function is 
to announce new developments. We realize 
that this ad isn’t anything outstanding in 
itself. If the product had not been so 
new and if the industry had not been 
wishing for something like this, we prob- 
ably would not have secured the excep- 
tional results we did secure. 

“Without this advertising, however, 
the Rea Magnet Wire Co. might have 
had this development for months without 
realizing any value from it except from 
their regular customers, so they agreed 
with us that they should tell the whole 
magnet wire world about it right away. 

“We felt that the best way to reach 
all their customers and prospects over- 
night was by use of the Wall Street 
Journal. The advertisement appeared 
first in the Midwest edition of the Wall 
Street Journal on Sept. 2. Results were 
amazing. The telephones were going 
constantly from the time the office opened 
until it closed that evening, and kept 
ringing for days thereafter with inquiries 
from companies they had never sold be- 
fore. Letters and telegrams and orders 
poured in. The success of this new item 
was assured in 24 hours. The volume of 
business and the number of customers are 
still growing as new facilities are added. 


= “It should be understood that the use 
of magnet wire in this new method of 
packaging required some capital invest- 
ment and a changeover in equipment by 
the companies desiring to use it. This 
makes its success even more unusual. 

“The advertisement was repeated in 
the eastern edition on Sept. 9. It released 
a new flood of inquiries and business. 

“To show how completely this adver- 
tisement penetrated industry, one oper- 
ating executive of one of the nation’s 
largest electrical manufacturing firms 
showed a Rea representative 16 copies of 
the ad which he had received from vari- 
ous vice-presidents and department heads 
saying, ‘Can’t we use this?’ Sixteen in 
one company! 

“Convinced of the value of advertising, 
this ‘non-advertising’ company is now 
planning an institutional program which 
will keep the industry aware of its lead- 
ership and new developments. 

“Again advertising has proved that 
manufacturers can safely go ahead in- 
vesting money in the development of 
new and better things and be sure of a 
market overnight through advertising.” 


Wayne Welch Inc. 
Wayne Welch likes the Midland news- 
paper ad, shown here, because it is typi- 


On the Merchandising Front... 


cal of a campaign producing definitely 
traceable results, which is more than can 
be said of most financial advertising. 
Here’s what he says: 

“Midland Federal Savings & Loan Assn., 
which has grown to be Denver’s largest 
in the last several years, needed to ob- 
tain more home loans to keep pace with 
the ever-growing savings in the institu- 
tion. The problem was one of bringing in 
more home loan inquiries. No savings and 
loan association in the area had pushed 
‘open-end’ mortgages. When Midland 
came out with this approach, selling the 
almost unknown ‘open-end’ mortgage, 
they received a very noticeable inquiry 
from home buyers almost immediately. 
The campaign has continued since August 
with this and other smaller ads on ‘open- 
end’ mortgages and they can definitely 
trace more activity to this special copy 
appeal.” 


Franklin Spier Inc. 

Franklin Spier Inc., New York, is pri- 
marily a book advertising agency, “which 
means,” writes the agency’s Stuart Harris, 
“that our problems are somewhat differ- 
ent from those of more general agencies.” 
He likes the Charles Scribner’s ad, shown 
here, because he believes it successfu'ly 
captures “The Spirit of St. Louis.” Says 
his letter: 

“This 128x4 ad ran in the New York 
Times Book Review on Jan. 17, 1954— 
over four months after the Lindbergh 
book had been published. Our campaign, 
heretofore, had placed emphasis on Lind- 
bergh’s name, his picture, his ‘own 
story.’ Body copy was restricted to the 
excellent review quotes the book had 
received. 


= “As sales tapered off in the post- 
Christmas doldrums, a new approach was 
needed. We decided that there was an 
untapped market of readers who do not 
care for the usual quickly-turned-out ad- 
venture stories, but, instead, prefer good 
solid writing—a book with stature. 

“Our copy shows the permanence of 
the book, the literary quality of the 
writing, and yet, always stresses that 
here is good entertainment—fun to read 
and a lasting emotional experience. 

“Our headline was taken from reviews 
to back up the statements we ourselves 
were making. Our art work—to suggest 
the sweep of the story—came from the 
endpapers. 

“Our job was finished, and we truly 
believe that we have captured the spirit 
of ‘The Spirit of St. Louis.’ ” 


Line Extension: A Term for Home 
Office People to Study 


By E. B. Weiss 
Merchandising Consultant 


As manufacturers become larger and 
larger, do their home office staffs—and 
particularly their sales, advertising and 
promotional departments—move farther 
and farther away from the distributing 
trades? 

That question kept popping back into 
my mind recently as I pored over manu- 
facturers’ sales material that had been 
saved for me by the sales managers of 
several wholesale food and drug houses. 
It was self-evident, from this examination, 
that those who had prepared these “sell- 
ing helps” for wholesale salesmen: 

1. Had little or no knowledge of the 

practical realities of the wholesale sales- 


man’s functions. 

2. Had never gone out with a wholesale 
salesman, while these “selling helps” were 
being prepared, to determine whether 
‘hey really involved “selling” and wheth- 
er they were really “helps.” 


® The larger the manufacturer, the more 
“unworldly” did his selling literature for 
wholesale organizations stack up. There 
was little room to doubt that the historic 
gap between the field force and the home 
office is, at this moment, wider and less 
effectively bridged in our giant manufac- 
turing organizations than at any time in 
the history of modern marketing. 

While this is a bit of a detour, I am 
reminded, in this connection, of the let- 
ters written to ApVERTISING AGE recently 
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The Creative Man’‘s Corner... 


“KIJAFA IS A WORD 
YOU SHOULD KNOW” 


says Eloise McElhone, 
television and radio star. 


It's a word that is giving a won: 
derful new meaning to wine drink. 
ing. For Kijafa, unlike other 
wines, is made from cherries that 
grow only in Denmark — cherries 
like no others in the world! Just 
taste the delicious, tart-sweet tang 
of Cherry Kijafa! You'll discover 
a whole new world of pleasure— 
for you and your friends! At fine 
bars and liquor stores. 


CHERRY 


“Just taste it— you'll love it!” 


A Whole New World of Pleasure 


Kijafa, says Eloise McElhone in this ad for Browne Vintners, is a word 
we ought to know. That’s all Eloise says. The copy, however, explains that 
Kijafa is “a word that is giving a wonderful new meaning to wine drinking. 
For Kijafa, unlike other wines, is made 
from cherries that grow only in Den- 
mark—cherries like no others in the 
world. “Just taste the delicious, tart- 
sweet tang of Cherry Kijafa!” it ex- 
claims. “You’ll discover a whole new 
world of pleasure—for you and your 
friends.” 


Maybe so. Maybe we—and our friends 
—will discover a whole new world of 
pleasure. But try as hard as we—and 
our friends—can, it is impossible to dis- 
cover just how to pronounce Kijafa. 


Do we give it a “j” like a “y”—the 
way the Germans would? Do we call it 
kee-ya-fa? Or do we keep a little of the 
“j”, sound—the way the Dutch do—and 
call it kee-cha-fa? Or do we get Spanish 
about this and call it kee-ha-fa? We’d 
like to know—particularly if Browne 
Vintners wants us to ask for the stuff. 
Like most Americans, we’re just a little 
self-conscious about being correct when 
we ask for an import. 


“Just taste it—you’ll love it,” says the 
slogan. But how are we going to taste 
it unless we know how to ask for it? 
Maybe we'd better stick to whisky. 
Whisky names don’t seem quite as com- 
plicated and don’t need explanation. 

Or do they? Is it Chivas Regal or 
Shivas Regal? 


by readers who had been exposed to the 
almost total lack of selling that is typical 
of today’s automobile agency. The as- 
sumption appeared to be that this was 
primarily the fault of the car agency. 
Actually, it appears to me that the func- 
tion of personal selling is at least as 
poorly comprehended by the home office 
and regional office staffs of our auto pro- 
ducers as it is by their retail outlets. In- 
deed, the deplorable lack of sales instinct 
at the retail auto level is, to my mind, 
simply a reflection of a similar lack in 
the sales, advertising and promotion de- 
partments of the auto producers. 


@ It isn’t merely that so many of these 
home office people put down deep home 
office roots during years of sellers’ mar- 
kets and, as a result, forgot whatever they 
may have once known about personal 
selling, although that, of course, is a fac- 
tor. But even more, this situation stems 
from the fact that such a large percentage 
of the personnel of these home office 
departments: 

1. Never sold a blessed thing in their 
lives. 

2. Don’t know a blessed thing about 
personal selling. 

3. Refuse to learn a blessed thing about 
personal selling. 

4. Don’t like personal selling. 

In any event, getting back to much of 
the so-called selling literature prepared 
for wholesale sales organizations and, in 
particular, for the wholesale drug sales- 
man and the wholesale food salesman, I 
wonder how many of those who prepare 
such a simple sales aid as the wholesale 


salesman’s selling sheet know that a 
wholesale drug salesman: 

1. Seldom has more than four minutes 
on any call to use in selling from selling 
sheets. 

2. That in those four minutes, he must 
race over some 18 selling sheets in a typi- 
cal call. 

3. That this leaves him something less 
than 15 seconds per selling sheet. 


# If anything, those time statistics are 
on the optimistic side. I would venture to 
say that 75% of the selling sheets used 
by the large majority of wholesale drug 
salesmen can expect no more than 10 
seconds time per call. 

Now—when an advertiser buys radio 
or television spots, he puts copy experts 
on the job of cramming real “sell” into 
the midget time slot. But when that same 
company puts a “commercial” into the 
hands of wholesale salesmen, too often 
that “commercial” is conceived and writ- 
ten by people who could hardly be more 
inexpert in this particular function! 

Of late, I have made it something of a 
ritual to buttonhole those individuals I 
meet who are employed in the “home of- 
fice selling complex”—which takes in, of 
course, sales, advertising, sales promotion, 
marketing, merchandising—and ques- 
tioned them about “line extension.” It is 
quite astounding—and even more discon- 
certing—to discover how many of these 
people never even heard the term! 


= Now it so happens that, among drug 
wholesalers and food wholesalers—others, 
too—this modern concept, which relates 
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operating ‘costs to the smallest component 
part of an order, which in turn is the 
amount of merchandise appearing on a 
single line of an order, has come to be 
recognized as the critical profit factor. 
This is because all wholesaling operations 
revolve around filling and delivering the 
individual lines which compose the order. 
Those wholesale functions include sell- 
ing, credit, order filling, order checking, 
order packing, billing, posting, delivery, 
collections. 

Wholesalers are beginning to compre- 
hend that it is not necessarily the dollar 
total of an order that permits a profit; 
it is the individual lines on an order that 
determine the profit. For example, a 
fairly large order that involves many 


items and therefore low line extension, 
may be much less profitable than a 
smaller order with high line extension. 

The National Wholesale Druggists Assn. 
has made some highly authoritative stud- 
ies of line extension. Other wholesale 
trades are contemplating similar stud- 
ies. Yet, as I have remarked, the term 
itself is a foreign tongue to too many peo- 
ple in manufacturers’ home offices, and 
especially in the home offices of our giant 
manufacturers. 

We hear a great deal about the need for 
“hard sell.”’ The need is acute. But we 
will hardly achieve “hard sell” out in the 
field while those in the home office who 
conceive and prepare sales literature are 
neither hardened nor sellers. 


Looking at Radio and Television... 


Pat on the Back for Disney 


By The Eye and Ear Man 


The advance ratings of “Disneyland” 
on ABC-TV indicate several significant 
things: 

1. ABC can be a network of equal rank 
with NBC or CBS if it can maintain high 
quality programming. 

2. Children are the catalysts that deter- 
mine to a great degree the type of pro- 
grams the family watches in the early 
evening. 

3. Masterful Hollywood film when 
properly presented can command large 
audiences, regardless of its age. 

4. Integrated commercials are impor- 
tant to the flow of a top program. 


= In the first place, ABC showed shrewd 
judgment in starting the “Disneyland” 
program at a time when traditionally 
“Lone Ranger’, and other lesser offer- 
ings have taken the majority of the avail- 
able audience from the 15-minute chop- 
py programming of the major networks. 
The head start with the help of the kids 
in the family has again proved that a 
strong hour or half hour is better than 
two quarter hours and that kids are the 
clue to family viewing. 

Second, the selection of Wednesday 
night, one of the poorest program nights 
in television, was another smart move 
on the part of ABC. Godfrey and Joan 
Davis fell by the wayside. 

It has long been known by researchers 
that children have a great deal to do with 
dominating a television program decision 
in the early evenings, when parents will 
do almost anything to keep them quiet 
before bedtime. The nature of the eight 
o’clock and earlier programs has tended 
to prove this. The broader the comedy, 
the better they like it. It takes a powerful 
adult show to force the parents to wrench 
the set away from the little bullies. ABC 
in particular has played this to the hilt 
until it apparently forgot about the “Lone 
Ranger” and went adult. Now this net- 
work is back on the trolley with a real 
all-family show. 


a While it is too early to reach a conclu- 
sion, the quality of the show is a pleas- 
ant surprise to everyone. Disney had been 
offered before, but his early television 
shows had been only fair and the slow- 
ness of this perfectionist, and his reluc- 
tance in the past to engage in a competi- 
tive war with the film distributors, made 
seasoned advertisers suspicious of what 
he might do. The horrendous risk of en- 
gaging a distinguished artist to turn out 
an hour of pig-in-a-poke television could 
only have been undertaken by a coura- 
geous third network. It is comforting to 
see that, at least for the present, the ex- 
periment has paid off and the television 
audience, sick of mediocrity, has gained a 


qualitative program in good taste with 
an excellent variety of fare that the en- 
tire family can enjoy as a unit. 

Several advertisers with major fran- 
chises were offered Disney last year. It 
is a safe bet that the Colgate-Palmolive 
Co., floundering around for talent in an 
ideal Disney time, Sunday, 8-9 p.m., is 
viewing this experiment with the green- 
est of envy. If anything could take Ed 
Sullivan, it would be the kind of a pro- 
gram that would capture children and 
not-bore their adult companions. 

There is one more pat on the back due 
“Disneyland” and the pat is a big one. 
Nowhere in the vast area of television 
programs, except in Godfrey shows, is 
there better integration of commercial 
and program. For years the public has 
been insulted by a total disregard of the 
fact that they view a program as a half 
hour entity while the advertisers use what 
this column has termed the “kerplunk” 
technique of dropping in commercials 
without regard to following or preceding 
sequences of programming. Thank you, 
Mr. Disney, especially for the Peter Pan 
type of good, clean, hard sell with almost 
absolute integration into your program. 


® Lest this drift into a sticky bouquet, it 
is time now to raise the cautions. How 
long will Mr. Disney be able to draw on 
his not endless pool of film? Will he be 
able to sustain the variety he has so far 
presented? Can he resist making his 
showcase one long trailer for his coming 
attractions? Does he really think children 
can stomach history, even by Disney? 
(Let him recollect the rating of “You Are 
There” and “Cavalcade,” and “Mr. Imag- 
ination,” all of which faced stubborn 
child resistance, despite the excellence 
of their product. Let him remember how 
he hated history in school. Let him re- 
member that children, like adults, want 
to laugh and be entertained during their 
time off from work.) 

While it is true that no conclusion can 
be drawn for at least a 39-week period, 
all advertisers would do well to watch 
this experiment for the commercial les- 
sons to be learned in integration of sell 
and show. Both ABC and DuMont would 
do well to watch the experiment and 
learn that the majors cannot be bested 
with similar type programming. Danny 
Thomas, with a superb situation comedy 
and a disappointing rating, has proved 
that. But, give the audience a wild man 
like Gleason, a product of DuMont, a 
change of pace that is really off-beat like 
Bishop Sheen, and a master of children’s 
fare like Disney and you have open 
sesame to the audience. It is true that 
there are few around as good as Disney, 
but perhaps the clue is that the answer to 
the problem lies in the smog-covered hills 
of Hollywood. 
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Looking at the Retail Ads | 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Chicago was 0 post baleen it became a city 


Cnage Lam year more shee 180 forvge ships dimchorged 
nd the besiting lice commeniny was 4 por be cargoes a1 Chicago ares ducks and inaded « wide 
tore Deeme es cory Baver wrath «ores oder aren of proce lor the cumoued rey age 

The beak ) scuswy le working euch companion 


“Chicago was a port before it became 
a city,” 

Hey diddle diddle, what a theme for 
a ditty. 

If ships coming dockside hey-diddled 
in 

Bankers that finance them would 
have less tin. 

What cities that are ports were not 
ports before they became cities? Except 
Houston? And what if they were or 
weren’t, as far as a bank and its pros- 
pective customers today are concerned? 

There is news—or something ap- 
proaching it-—in this ad. But it didn’t 
find its way into the headline. Yet 
“news” is one of the five great headline 
ingredients. 


™ There is an intimation in the ad that 


because the bank has long served com- 


panies that use “Chicago port facilities,” 
it should be able to serve “your com- 
pany” well—whether or not you use 
the port facilities. I don’t see why. 

Since this headline chantey puts me 
in a briny mood, it seems reasonable to 
liken this ad to a bouillabaisse—cooked 
up out of (a) a gorgeous picture, and a 
caption that lacks direct relationship to 
the ultimate copy story; (b) a headline 
that presents a penny fact for a multi- 
million dollar bank; (c) an interesting 
reminder that port of Chicago handles 
more traffic than the Panama Canal; 
and (d) the non-sequitur copy impli- 
cation mentioned in the paragraph 
above. 

I adhere to the theory that when an 
advertiser—even a bank—buys space 
and enters the public print, it does so 
because it has a story to communicate 
that it believes is worth the cost to pre- 
sent. Usually, in my opinion, that story 
should be sublimated in a headline that 
sets the assignment for the entire ad—a 
headline that, if read, goes far to give 
the advertiser a run for his money, if 
not another word is read. 


® Occasionally an inductive approach 
in an ad can be as useful as a forthright 
approach. Inductive copy presumes that 
the reader is willing to see the story de- 


veloped. deliberately—because he is 
curious. Good inductive copy starts out 
with a thread of detail and develops it 
logically into a cable of persuasion. 

Usually the inductive approach is not 
as good as a forthright approach. It 
takes a sensitive perception, I think, to 
ferret out of an advertising situation, 
the seedling idea which can be expanded 
into a full-blown and well-rounded ad— 
if I may switch metaphors in midcol- 
umn. 

The ad headed “Will this washer sell? 
Would your banker know?” has an in- 
ductive approach. The conclusion of the 
ad (“Can you use this unique kind of 
industry-specialized financing?’”’) is in- 
cipient in the heading. 

Here the ad seems to me to be a uni- 
fied whole...no bouillabaisse. 

I haven’t looked up any figures on 
bank statements. But if there is any di- 
rect relationship between advertising ef- 
fectiveness and the growth of a bank’s 
commercial department, I believe the 
First National should be growing more 
as a result of value per ad dollar spent 
than the Continental. I have seen so 
many success stories in association with 
good advertising, I am surprised when 
there is not a direct relationship be- 
tween good ads and good growth. Yet, 
I encounter with some frequency busi- 
ness men who express surprise when 
excellent direct results from advertis- 
ing are obvious. On the other hand, 
many strong and growing businesses 
can prove no correlation between their 
successes and their ads. 

That is not flattering to advertising. 

The “child psychologists” say that a 
child thrives under, and likes to feel, a 
firm hand over him. He functions and 
develops better if he is not permitted 
too much license to fly off in all direc- 
tions at once. Isn’t that true of an ad? 
An ad is a better integrated selling 
mechanism if it is controlled by a con- 
cept that prevails throughout, from 
illustration and headline to copy con- 
clusion. When art, headline, copy, and 
conclusion all fuse, the ad has verisimi- 
litude—a six-syllable word for which I 
know no adequate substitute. 
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from $7,000 a Year to $5,000,000 a Week 


PHILADELPHIA, Dec. 21—When 
Cyrus H. K. Curtis bought The| One was from a Philadelphia 
Saturday Evening Post in 1897 for wig maker, one from the Philadel- 
$1,000, there wasn’t enough cash phia & Reading Railway giving its 
on hand to print another issue. | suburban schedules, two for patent 

On the week Curtis Publishing medicines and one for Columbia 
Co. agreed to take it over, the Post bicycles. Paid circulation was less 
had 16 pages filled with Victorian than 2,300 copies a week and ad- 


and five tiny ads. 


prose and verse, a featured serial yvertising revenue for the entire 


year was less than $7,000. 


s These facts are taken from the | 


introduction to “The Saturday | 
PAS. is a popular phrase Post Treasury” (Simon & | 


Wespecialize in this typeof ads. | Schuster, $7.50), a collection of 

JAYP oe — . ~ a ease | the outstanding stories, articles 
WALK y re yours Sree: and pictures that have appeared in 
Advertising Typography America’s oldest magazine since 


11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 | 1702 ‘The introduction is written | 


We've Got Our 
Jtd HANDS FULL 


These 14 Farm-Rich Counties Have 
Full Paychecks—and Full Shopping ed 


To put your product into the hands of this 
ready-to-buy market, puf your story in the 
Sioux Falls Argus-Leader. It's the buying guide 
in 52,000 homes with well-above-average in- 


come. 


SIOUX FALLS 
South Dakota's Leading Newspaper 


rgus 


Represented by GILMAN, NICOLL & RUTHMAN 


ms “Send No Money” 


ho ae 
Yt 


ie 


Om 


98% Family Coverage 
of City Zone 
66% Family Coverage 
Retail Trading Zone . 


Book Recounts How ‘SEP’ Revenue Climbed | 


THE EDISON 


_PHONOGRAPH 


The Acme of Realism. 


Perfect Reproductions of Sound 


| SGN Rte] Are obtained by using FDISON RECORDS and 


maton | GENUINE EDISON PHONOGRAPHS 


Nine Styles. From $10.00 to $100.00 
Catalogues Everywhere. All Dealers 


NATIONAL PHONOGRAPH CO. 133 F iftth Avenue, New York 
HIGH FIDELITY—The copy in this 
Edison Phonograph advertisement 
\in the Post Feb. 9, 1901, reads 
‘very much like present-day ads 

for high-fidelity equipment. 


tabs nen 


by Roger Butterfield, who also se- 
lected the items published along 
with the editors of the Post. 

His introduction relates how the 
Post was completely reborn under 
editor George Horace Lorimer and 
Mr. Curtis as a nickel weekly. 
Profits from Ladies’ Home Journal 
were used to attract known au- 
thors. In fact, Mr. Lorimer ran 
small ads in his own magazines 
asking for ‘‘good short stories.” 

During the first year of the 
Curtis-Lorimer regime, the Post’s 
circulation multiplied 15 times, tri- 
pled in the second, doubled in the 
third, passed 1,000,000 in 1909, 
2,000,000 in 1913 and 3,000,000 in 
1937. 


= The 4,000,000 a week mark was 
passed in 1949, seven years after 
editor Ben Hibbs arrived. Present 


END YOUR 


DISPLAY MOVING 


WORRY. IN A HURRY! 


USE NORTH AMERICAN PADDED 
VAN SERVICE... only departmental- 


ized service of its kind. Door-to-door delivery 
with little or no crating, never any waiting. 
Used by Chrysler, GE, Ford, Avco, other 
outstanding exhibitors. Safe — quick — eco- 
nomical. Phone your local North American 
agent now! 


Call your NAVL agent for 
moving transferred per- 
sonnel and office furni- 
ture. Agents throughout 
U_ S., Canada, Alaska 


HELPFUL NEW BROCHURE of 
Display Moving Ideas FREE. Ask 
your local agent or write NORTH 
AMERICAN VAN LINES, Dept. 
AA1224, Fort Wayne 1, Ind. 


‘|uncork a few cans of Libby foods. 


Advertising Age, December 27, 1954 


{sales are nearing 5,000,000. Ure. +, 
| “The Saturday Evening Post. in 

/Treasury” includes a special see-_ Pe ; 
tion where 70 Post covers are ve | My : 

produced in their original colors.) /% ~ e) 


There is also a pictorial section on | aw 2 
advertising. 

In this section, Mr. Butterfield | 
writes: “Advertising and The Sat-| 
urday Evening Post grew up to- > 
gether, and did a great deal toward 
helping each other along. 

Since 1897, Americar business 
‘men have poured more than $1.5 
billion in advertising revenue into ; : 
the Post. In 1927, when the maga- 
zine enjoyed its first $50,000,000 
year, Mr. Lorimer threw a big 
Christmas party for the staff and 
handed out $20 gold pieces. : 

Mr. Butterfield points out that 
from the beginning of the Curtis 


The Earliest and the Latest Oldsmobile 


OLDS MOTOR WORKS 


EVOLUTION—Oldsmobile ran this ad 

in the Post Aug. 5, 1911. Copy 

points out how automobiles have 

developed since the first Oldsmo- 

bile (shown in background) was 
produced. 


regime the Post imposed one of 
the strictest ad codes in the busi- 
ness: all liquor, medical, “immor- 
al” or “extravagantly worded” 
ads were taboo. 


It s Uncte Jona and Aunt Mary 
thing together Anything will de tor Susday wight supper 
ao sone ‘cetahe mere ot tie meats hes to denn of Ot 


How what's tobe done? The cook is out, you know.” 


# Some of the best ads, according 
to the author, were the ones it 
printed to promote itself. This is 
illustrated by an ad asking for 
Post sales boys from all parts of 
the country. 

“The Post boy salesmen ranged 
the U. S. from Teddy Roosevelt’s 
White House to the battleships of 
the Pacific fleet in the good old 
days,” he relates. ““Many a budding 
statesman, author or millionaire 
got his start that way.” 

This method of selling was aban- 
doned in the early 1940s. The ads 
range from 1901 through World 
War I. The last one reprinted in 
this section of the book is one in 
a Listerine series, Jan. 12, 1924, 
which “began a new era in inti- 
mate advertising.” The ad shows a 
child speaking in confidence to his 
father. Headline is,.“‘If you want 
the truth, go to a child.”’ The copy 
tells how the son told his father he 
had halitosis. 


a oie aene Galan bili get Untagp 08 that bette test 
cooked and ready -to-serve 

never ong! os on an 6 Gai 10 cream it in 
cChateg Gb, a0¢ Chere + one can of Chicken Leaf, we'll hewn that cola. With 
the Deviled Ham for san@wiehes, we'll have @ feast, and Once Jobe will imagion 
at @ banquet 


have 

thee 
v7 
- 


ad 


CriSis—This early Libby, McNeill 
& Libby ad (March 30, 1901) in 
the Post depicts domestic crisis 
arising when Uncle John, a fin- 
icky eater, drops in on household 
in which wife can’t cook. Solution: 


Universal Sets Tie-Up 


Two half-page color ads in the 
January issue of Seventeen will 
promote a national merchandising 
tie-up which Universal Pictures 
Co. has arranged on behalf of “So 
This Is Paris,” forthcoming Tech- 
| nicolor musical. Bates Fabrics, 
through Jerell and Tailored Jun- 

iors, two manufacturers, will join 

FAMILIAR SLOGAN—Gold Medal’s ‘the film company in sponsoring a 
famous slogan, “Eventually, why | dress design contest for consumers 
not now?” takes the honors in this ‘and a local theater promotional 
ad in the Sept. 4, 1909, Post. tie-in contest for retailers. 
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Advertising Age, December 27, 1954 


Advertising Pages and Linage in National Magazines 


Official Figures for November and Year-to-Date as Compiled by Publishers Information Bureau 


—-——— — Pages--— 
Nov. Nov.  Jan.-Nov. 
1954 1953 1954 


Weeklies, Bi-Weeklies, Semi-Monthlies 


Publications with an * report directly to ADVERTISING AGE 


Nov. 


1954 


18,724 
12,781 
64,260 
41,184 
22,940 


350,676 
144,228 
255,212 
137,214 


10,231 


217,192 


42,504 
21,991 


150,360 
116,130 


Nov. 


1953 


17,162 


9,730 
78,204 
35,429 
22,607 

360,041 
96,682 
238,160 
130,692 
11,799 
220,669 


47,964 
23,237 


160,952 
100,686 


~Lines— 
Jan.-Nov. 


1954 


189,053 
92,062 
656,472 
348,133 
233,470 
2,655,740 
905,692 
1,606,948 
1,102,374 
74,466 
2,366,944 


317,646 
342,717 


1,283,310 
1,069,572 


dan.-Nov. 


1953 


177,416 

91,985 
778,716 
364,938 
204,384 


2,728,555 


879,517 


1,393,733 


999,948 


+*Capper’s Weekly .......... 18.7 UP 189.2 
*Christian Advocate ......... 30.9 23.5 222.4 
ge ee eer 94.5 115.0 965.4 
Raa ahs vores kbutaw ens 96.0 82.6 811.5 
BE x000s sk 4h detsssoanae 22.9 22.6 233.5 
MR 5 i40.544e5300 004054008 515.7 529.7 3,905.5 
anche ERTS Aes Rees 212.1 142.2. (1,331.9 
NE sn 4a8.ss2¥eseees 594.9 556.0 3,745.8 
Se eT 326.7 311.6 2,624.8 
“Presbyterian Life .......... 24.4 28.1 a77.3 
Saturday Evening Post ....... 319.4 324.6 3,480.8 
*Saturday Review ........... 101.2 114.2 756.3 
*Sporting News ............. 20.3 21.4 315.9 
WHE Nass cdieeanih cies Kis 358.0 383.7 3,055.5 
U. S. News & World Repo.t .. 276.5 239.8 2,546.6 

. 2... wee rerrrrrrr 3,012.2 2,902.7 24,162.3 


25,144.9 1,605,627 1,554,014 13,244,637 13,751,774 


+Changed from 2,240-line page to 1,000-line page in January 1954. Five issues in November, 1954; four issues in No- 
vember 1953. {Four issues in November 1954; five issues in November 1953. §Three issues in November, 1954, two is- 


sues in November, 1953. 


1953. §November-December figures combined. 


Home 
American Home ............. 76.9 86.0 746.9 
Better Homes & Gardens ..... 124.2 161.8 1,391.1 
“Flower Grower ............. 32.7 30.0 622.2 
House Beautiful ............. 206.8 229.3 1,343.3 
House & Garden ............ 144.0 175.2 911.1 
ES ere 44.6 52.4 482.6 
EE TT ere eee 112.6 122.5 774.0 
Sunset Magazine ............ 151.8 173.9 1,495.0 
WEEE o.0eh 0660040453 893.6 1,031.1 7,766. 
Fashion 
a ere ere 85.9 80.8 934.3 
re ee 104.4 92.7. 1,030.3 
Harper’s Bazaar ............. 123.0 133.5 1,089.5 
Mademoiselle ............... 75.5 75.8 1,039.7 
WE Gal. vabkevcsseecsaenee 185.7 189.2 1,595.4 
PP rere eri eT 574.4 572.0 5,689.3 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 30.5 39.0 320.8 
Modern Screen ............ 31.0 36.7 319.0 
Se EEE ac cevaccsase 23.0 28.7 265.1 
Fawcett Women’s Group: 
Motion Picture & TV Magazine 16.0 24.6 202.3 
True Confessions .......... 20.9 32.8 249.0 
Hillman Women's Group ...... 18.6 18.1 157.8 
Hillman Romance Group ..... 3.1 5.0 34.5 
Ideal Women’s Group: 
Intimate Romances ........ 21.7 18.3 182.4 
SNE BONO chw%s seccess. ‘ 23.7 20.9 220.7 
Movie Stars Parade ....... 23.7 20.9 220.7 
Personal Romances ........ 21.6 17.1 131.8 
+TV Star Parade ......... 19.5 11 159.6 
t*Quality Romance Group .... 6.0 6.0 66.0 


Women’s 
PPE TTT eT eee 45.1 48.3 412.7 19,348 20,681 177,048 188,423 
+Bride’s Magazine ........... — — 537.0 339,384 320,740 
ps rere .41.3 53.2 456.7 17,717 22,824 195,924 222,835 
SPO NONE 6 bac bcc sss ees 88.8 94.4 774.4 38,095 40,476 332,217 333,208 
Good Housekeeping .......... 139.2 161.9 1,283.9 59,716 69,238 550.793 609,587 
Ladies’ Home Journal ........ 128.8 127.3 989.7 87,584 86,582 672,996 715,093 
McCall's Magazine .......... 76.7 77.8 730.0 52,156 52,883 496,400 514,095 
Parents’ Magazine .......... 82.0 86.3 697.1 35,178 37,000 299,056 316,010 
IN bg oS40 4.0.06 4584 85.7 104.2 1,141.6 58,276 70,857 776,288 807,937 
§*Western Family: 
Southwest Edition ........ 26.5 42.4 319.5 11,387 18,176 137,065 164,050 
#Mountain Edition ....... 25.5 38.9 296.5 10,917 16,687 127,198 146,160 
No. Calif. Edition ..... .. 27.0 41.7 320.3 11,588 17,885 137,409 157,958 
Northwest Edition ..... .. 28.9 41.8 322.7 12,397 17,930 138,438 157,529 
pg ES reer 71.1 79.3 673.9 30,502 33,980 289,103 316,994 
Woman's Home Companion .... 62.3 70.1 581.8 42,364 47,647 395,624 470,286 
The Workbasket ............ 35.5 39.0 318.9 6,965 7,643 62,504 68,500 
 - errrr rrr 883.0 984.2 8,917.2 459,288 507,717 4,724,432 5,047,489 
{Published quarterly. {See note at end of linage tabulation. §For all four editions: one issue in November, 1954, two 
issues in November, 1953. Not included in totals. 
General 
tAmerican Artist ........00: 27.2 33.3 268.2 11,416 13,985 112,644 123,218 
*American Forests .......... 14.6 43.8 174.7 6,132 18,396 73,374 $3,132 
American Legion ............ 19.4 22.8 218.1 8.148 9,568 91,602 95,010 
American Magazine .......... 17.9 25.4 250.3 7,518 10,687 105,126 112,364 
GE ST GA sags2seaidvot ii6 21.4 25.5 221.1 9,181 10,922 94,852 106,490 
ES eT Cee ee 32.2 42.8 276.4 13,524 17,976 116,088 125,567 
Christian Herald ............ 54.7 59.6 391.0 23,466 25,568 167,739 183,912 
MEE g665e045. 040% sana 11.8 9.2 59,0 7,973 6,243 40,069 46,688 
PPP rer hearer 33.0 43.0 _ 268.0 6,006 7,826 48,776 54,600 
re 32.1 23.1 261.9 13,771 9,910 112,355 133,389 
*Eagle Magazine ............ 8.6 8.0 65.3 3,612 3,345 27,426 28,165 
I ere 69.2 75.4 606.2 47,056 51,272 412,216 438,464 
Lo ee err 23.5 19.8 143.7 10,081 8,519 61,647 57,535 
0 EAS ae ee ee 73.7 72.7 575.1 50,116 49,464 391,068 421,346 
EL 6 Fis 464SKEA 6K KOKT RS 13.4 14.1 124.0 8,421 8,904 76,384 93,908 
Ne 28.5 30.2 220.0 19,609 20,753 151,360 150,967 
0 ere rere eee 45.1 44.2 260.1 19,348 18,902 111,583 113,869 
SG rede TORORE ccc cccc sense 29.3 50.2 294.0 12,909 22,126 129,654 154,005 
Harper's Magazine .......... 34.8 28.4 247.0 14,616 11,870 103,740 91,407 
ESS er rrr er 75.5 94.7 722.6 51,340 64,340 491,368 499,722 
*Improvement Era ........... 33.9 40.4 327.9 14,254 16,974 137,718 153,313 
CI, hs b6-464546:¢50:034 41.6 42.7 292.9 28.472 20,201 200,344 213,296 
Lifetime Living ............ 23.3 20.0 201.8 9,996 8,580 86,572 55,341 
*Motor Boating ............. 78.8 70.4 1,134.3 46,330 41,405 666,968 584,143 
National Geographic ......... 43.6 53.8 408.1 9,941 12,793 93,047 111,704 
SaaS 26.0 37.5 269.4 17,649 25,489 183,056 211,661 
WD e655 4.004665:0.0)0 0% 34.0 33.3 226.9 14,586 14,300 97,340 88,843 
SI 3665 babi G00 06 dwraG 11.3 7.8 98.9 4,838 3,350 42,428 30,502 
Redbook Magazine .......... 24.1 31.0 223.8 10,339 13,320 96,010 93,529 
WE 6-64.83 $476 85340045 7.6 7.8 79.9 3,187 3,254 33,558 44,740 
SA ee ree 13.4 13.3 68.3 9,025 8,930 45,898 51,876 
+Town & Country ........... 75.5 110.1 694.1 50,736 73,882 466,435 545,066 
{Town Journal ...........6.5 43.7 51.9 431.6 18,354 22,257 181,272 186,008 
are ere 36.7 49.1 326.8 15,744 21,070 140,197 167,953 
PE sho nbsSeessarsnnne 82.1 79.6 1,019.9 48,275 46,805 599,701 597,406 
We ND i v.bcc ce wecadaue 1,241.4 1,407.1 11,451.3 11,978.3 645,969 732,186 5,956,788 6,205,860 


ghee B28 


EES 


~ 


RSSEER | 
CHUNUWO BHNWOU BON 


48,601 54,289 472,041 460,369 
78,494 102,227 879,175 1,076,031 
13,720 12,600 261,324 251,846 

130,698 144.875 848,966 871,213 
91,008 110,646 575,815 669,130 
19,133 22.480 207,035 + ——-200,086 
77,420 77,393 489,168 487,133 
63.756 73,026 627,900 ‘579,719 

522.830 597,536 4,367,931 4,595,527 
36.851 34.628 400,815 420,499 
44.788 39,752 441,999 449,837 
77,736 84,322 688,564 729,326 
32,389 32,507 446,031 455,821 

117,362 119,513 1,008,293 1,029,017 

309,126 310.772 2,955,809 3,084,500 
13,084 16,728 137,623 158,439 
13,299 15,713 136,851 160,434 

9,867 12,301 113,728 130,324 
6.864 10.575 86.787 121.749 
8,966 14,047 105,821 149901 
7,979 7,786 67.696 54,797 
1,329 2.159 14,800 26,654 
9,309 7,837 78,250 985,026 
10,167 8.983 94,680 87,899 
10,167 8,983 94,680 87,997 
9,266 7,336 77,992 82,667 
8,365 6,049 68,468 16,774 
2,268 2,268 24,948 18,144 


—-——- —_Pages— 
.  dan.-Nov. 
1954 1953 1954 


"Secrets Romance Group: 


Jan.-Nov. Nov. Nov. 
1953 1954 1953 


- Lines— 
Jan.-Nov. 
1954 


186.0 8,162 7,312 75,933 
227.0 8,926 9,246 85,457 


414.4 16,473 19,457 
259.0 10,939 10,302 113,771 
282.4 11,540 10,848 121,879 
275.7 11,712 11,030 
275.1 11,283 10,760 120,120 
540.0 24,367 23,517 219,991 


Revealing Romances ...... 19.0 17.0 177.0 
SS errr 20.8 21.6 199.2 
True Story Women’s Group: 
, £2 ae 38.4 45.4 422.4 
Radio-TV Mirror .......... 25.5 24.0 265.2 
True Experience ........... 26.9 25.3 284.1 
True Love Stories ......... 27.3 25.7 281.0 
FH ED wiodccwcccad 26.3 25.1 280.0 
FR as bck casa cones 56.8 54.9 512.8 
Wee SO es. iss eM 500.3 §21.2 5,002.2 


5,214.5 214,332 223,237 = 2,142,689 
{Started publication in September 1953; no advertising carried until October 1953. {Twelve issues in 1954; nine is- 
sues in 1953. NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising 


carried by the group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend. figures in thousands 


WEEKLIES 
1954 
NOV.| 1,606 | 
ocr.[1,531 } 
1983 
RECT ama 


GENERAL 
1954 


Nov. 
ocr. [604 


1953 
nov. fa 


BUSINESS 
1954 


Nov.(393_] 


1953 


ocr. [458] 


FASHION 


1953 


nov. EI 


5,333.2 199,416 214,209 2,151,702 
1,128.4 34,062 92,602 392,448 
443.9 14,189 12,177 197,274 
423.1 21,000 17,287 202,692 
1,611.0 103,016 102,700 
431.1 21,021 20,872 


9,367.7 392,704 459,847 4,102,740 
1953. Figures for Jan.-July 1953 


248.2 9,524 7,465 116,902 
248.6 19,312 19,719 175,032 
290.2 14,364 17,851 129,528 


787.0 43,200 45,035 


625.6 30,325 28,232 
695.0 29,086 27,250 310,853 
231.6 8,976 10,608 96,268 
697.6 26,126 28,305 
596.1 22,866 24,607 260,960 


421,462 


Business 
PS TUE, 6 eGai oc scvvas 474.8 510.4 5,123.1 
+Dun’s Review & Modern Industry 81.1 150.5 934.4 
*Financial World ........... 33.8 29.0 469.7 
PE db caeSeeer se ss.0se500 50.0 41.2 482.6 
errr rer rT ere 163.0 162.5 1,527.0 
Nation’s Business ........... 49.0 48.7 451.2 
Seer 851.7 942.3 8,988.0 
+Dun’s Review and Modern Industry combined effective August 
Youth 
PE NE abs aseccw sneer 22.2 17.4 272.5 
| EEE Tri eee 28.4 29.0 257.4 
Scholastic Magazines ......... 34.2 42.5 308.4 
PE ra seb kate invcde 8 88.9 $38.3 
Outdoor & Sports 
*American Rifleman ........ 70.7 65.8 659.6 
a ky eee 67.8 63.5 724.6 
*Fur-Fish-Game ........... 20.9 24.7 224.4 
i ger rr 60.9 65.9 724.6 
eee 53.3 57.3 608.3 
WE GOD Ncienetdsensse 273.6 277.2 = 2,941.5 
Mechanics & Science 
Mechanix Illustrated ........ 79.2 87.3 728.4 
Popular Mechanics .......... 141.5 171.4 1,572.6 
ee 143.8 148.0 1,404.6 
t#Science & Mechanics ...... — ——_ 457.3 
. 2 eerie 364.5 406.7 3,705.6 


2,845.9 117,379 119,002 1,348,951 


846.9 17,741 19,558 163,162 
1,727.5 31,696 38,394 352,262 
1,438.9 32,211 33,152 314,630 

547.4 — — 102,435 


October-November figures combined. #Not included in totals. 


Detective & Fiction 


4,013.3 81,648 91,104 


830,054 


“* 


176.7 6,607 8,269 62,806 
602.5 23,238 20,965 217,031 
116.5 2,046 2,257 20,698 


i a eee 15.4 19.2 146.4 
*Macfadden Men's Group .... 54.1 48.9 505.9 
*Thrilling Fiction Group ..... 9.1 10.0 92.4 
Total Group ............. 786 71 7447 
Farm 
gg i 42 60.1 581.1 
Country Gentleman ......... 78. 111.7 860.3 
. SS are errr 89 101.5 994.4 


tFarm & Ranch—Southern 


895.7 31,891 31,491 300,535 


652.4 18,018 25,779 249,291 
1,022.9 33,805 47,926 369,069 
1,040.0 38,353 43,516 


181,210 


120,549 


965,064 
193,565 


cover Dun's Review only. 


282,963 


310,853 


426,598 


Co re 33 470.5 14,200 17,643 179,923 
tProgressive Farmer ......... 90. 109.8 1,014.1 1,088.7 61,268 74,559 689,588 
Successful Farming .......... 81. 92.1 925.9 987.6 36,675 41,402 416,655 

Total Group ............. 414. 516.3 4,795.2 5.2625 202,319 250,825 2,331,124 
tSee note at end of linave tabulation. 

Newspaper Sections (I) 

(Nationally distributed with Sunday newspapers) 

American Weekly ........... 44.1 60.8 500.3 563.7 37,485 51,641 425,255 

0 TO reer rT rire 54.0 60.2 570.1 544.4 45,900 51,088 484,585 

This Week Magazine ......... 66.9 90.7 769.1 803.1 56.865 746,973 653,735 
. -. Beerererrrrers 165.0 211.7. 1,839.4 1,911.2 140,250 179,702 1,563,575 


Newspaper Sections (II) 


(All other newspaper sections and comics) 


First 3 Markets Group ...... 34.7 56.9 402.3 
New York Mirror Magazine ... 44.6 64.8 418.9 
New York Times Magazine .... 202.8 253.2 2,140.2 
Puck—The Comic Weekly .... 6.9 9.5 89.7 

Se GE. 9..c600904540> 289.0 3844 3,051.1 


449.7 29,495 48,366 
475.0 43,708 63,535 
2,058.7 172,380 
124.9 13,138 18,203 


3,108.3 258,721 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 

American Comics Group ..... 8.0 6.5 

Archie Comic Group ......... 4.8 8.0 37.7 
Harvey Comics Group ...... 9.8 9.0 


28.0 3,004 2,407 
35.0 1,814 3,024 14,251 
50.5 3,717 3,402 


341,955 
410,522 
215,241 1,819,170 
170,789 


345,345 2,742,436 


TE. a SEN eee Pere eats, ge aa a Seah pins AN ROO Bay a os Sen ae ape ce) Ia eee aie, Soaaamer ees anaied 
See a. To eee ce erga gee? dee eee” Ce LO Re ee ee Nee 5 ae pase oe eet er eee ae! Se ae i oe ee TORR ae od A cee 
4 Pe RO AR aga Sia ig og: ccageme me Plage a ara aig Mee ae ae Bee a ae Been Saeco: Si ee ae : Bie en ee es te eee a are 
es eS ties Be Mp Begs nf % Awe fee Sere : ron eae " Re ee is 4 : ‘ pa ~~ : =: Fi oe ‘is ‘ = ¥ : hep ; Es ae : Seine eames, 4 Fa 
pi ee 39 are 
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fe vat 
= ee 
some ang 
— 2% 
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a = on ee dan-Nov. = 
ae 1953 — 7 7 = 1953 
poe 
o 222.3 , 
er 1,145.4 at 
e 177,715 A 
851.1 111,034 a 
ore i 204.4 } 121,138 sath 
. @ 4,014.5 a aan Ys 
ca 3,572.1 1,530,414 a m 
oe 2,768.3 1,161,270 | tm mach at 
ae 219.2 92,075 ote 
ee 3,948.6 2,684,121 oe 
er 804.2 337,764 co 
Ses 316.4 | | || || | ae 
eee 3,323.3 | as 
ee — ‘ me 
ae 
al | 
a | WOMEN'S P| Pe HOME . 
ae 1954 1954 1954 , 
= nov.[459 _] Mf h0v[300] I /nov.(523 |] 
Be es ; . ; 
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| nov. ECE nov Ef | | ov EC i 
| 2,238,270 ee. 
s | 594,237 at 
Bi 186,414 ee 
ae 177,519 F 
eae 1,018,152 ae 
oe 184,625 0 
ic 4,399,217 As 
al . 
‘Sie: 106,567 
a 169,190 
; 121,780 om 
ae es = | 397,537 ee 
* . 
‘i ne 
S me 
: 268,333 me 
: 298,143 a 
“a 99,417 ‘ 
7 ; 299,243 ee 
ore | 255,633 ee 
R ES = 1,220,769 Re 
i 189,718 Se 
a 322,302 e 
fl i _ 122,618 , 
ee = =— 898,980 : 
> ee ve 
= ee = : 
2 tChanged from 672-line page to 632-line page in July, 1954. {Changed from 420-line page to 429-line page in November, 76,018 
i ee 258,474 
3. i 23,871 bn 
a3  §— 358,363 5 
ees 729.1 Le 
er 1,703.3 Ae 
ae, 599.6 < 
oa 1,379.5 288,654 : 
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1,059.8 
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-— 771.2 a 
. 1,380.3 201,844 ~ 
3089. | 740,343 i 
8,089.2 444,258 + 
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ae 980.4 e 
— 1,048.7 | 
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Advertising Age, December 27, 1954 


Pages— . Lines— 
Nov. Nov. Jan.-Nov. Jan.-Nov. = Nov. Now. Jan.-Nov, — Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. —Nov. Nov. Jan.-Nov.  Jan.-Nov. 
instiaiiie titan & 1954 1953 1954 1953 1954 1953 1954 1953 | 1954 1953 1954 1953 1954 1953 1954 1953 
jona mics Group: | aa 

(Total 2 Units) ......... 100 012237804158 A.278 45.801 aoe —_ Se eS Oe eS 

> lly “or eo 8; SS OS OTS | een Paseler ......... 24.9 211 255.7 2715 5586 4,732 57,211 60,818 

#Blue Unit ............. 4.5 5.0 55.4 58.7 1,701 1,890 20,941 22,055 Mecanique Populaire (French) 280 233 2763 2560 6.272 5208 61.852 57.300 
Quality Comic Group ....... 60 60 66.0 66.0 2268 2,268 24,948 24,948 | Reader's Digest: . , ' 

Total Group ............. 386 405 3071 3007 #14583 ~ 15,259 116.085 ~ 113,652 Aresntinn Deeks aidekiies 44.0 48.0 4005 432.0 8,008 8,736 72,911 7een 

Ei 605450508 65.3 58.0 495.8 504.0 11,875 10,556 100,372 91,7 

Canadian National Weekend Newspapers (Rotogravure Linage) Autvten | OEE 56.0 46.0 --353.0 304.0 10,192 8,372 73,346 $5,328 
; A RES RRORS O 120.0 760 867.5  649.3.. 22,320 14,136 161,495 120,76 
Us Presse coc) 8a 3 6B] GOSS GBI 67.251 cB7932 © ocase | Saribbeam $8.0 825 795.0 7900 6.16 ALOIS ad.690 143.780 
Star Weekly .............. 94.5 85.6 987.7 858.4 89,741 81,287 947,802 815,174 Danish ............. 205. 40.5 385 3745 405.0 6.885 6.460 63,665 68,850 
: Rt 6 «ning Veins 170 130 117.0 109.0 3,162 2,418 21.762 20,274 

[Weekend Manazine ........ 109.8 93.2 1,0084 843.9 107,062 90,893 985,875 822,937 . ; 
ou “ae rench (Belgium) ........ 62.0 60.0 478.0 509.0 10,850 10,500 83,650 89,075 

a 343.6 3336 34244 2,971.3 336.104 326,936 3,361,916 2.906.848 F 
i ~.. ong A tO eae 112.0 98.0 857.0 768.0 19,600 17,150 149,975 134,400 
tFour issues in November, 1954; five issues in November, 1953. tChanged from Weekend Picture Magazine to Weekend Mag- French (Provincial) ....... 112.0 90.0 869.0 722.0 19,600 15.750 152.162 126.350 
azine July 1, 1954. French (Swiss) .......... 28.0 24.0 210.0 205.0 4,900 4,200 36,750 35,875 
German (Germany) ....... 100.0 92.0 781.0 612.0 18,200 16.744 142,142 111,384 
Canadian German (Swiss) .......... 26.0 235 200.0 193.2 4,732 4,227 36,400 35,167 
Canadian Home Journal ..... 38.3 44.9 443.6 442.8 26,058 30,525 301,655 301,062 Iberian ............5005. 38.0 27.0 306.5 244.5 6,916 4,914 55,783 44,499 
Canadian Homes & Gardens .. 46.6 49.2 519.6 545.4 31,679 33,489 352,845 370,832 #tIndian ............... 320 —— 267.0 — 5,824 — 48,594 om 
CER piidcesdsedses 47.0 461 469.7 485.2 31,966 31,358 319,491 329,936 Italian ..............0.. 84.0 78.0 720.1 635.5 14,448 13,416 123,840 109,306 
Sn 33.9 345 302.9 3315 14523 14,807 129,859 142,212 | Japanese... ....... +e 36.5 315 377.0 320.0 6.132 5,292 63,336 53,760 
SE dn chitewebscacnsta 105.9 1008 945.4 896.7 72,045 68,550 642,764 609,765 Japanese Troon .......... 48.0 315 361.5 280.0 8,736 5.733 59,514 50,960 
SE chin bc aces s0<0 cee 449 535 445.9 529.3 30,585 36,391 303.286 359,892 er American (English) 5.5 7.0 46.0 69.0 676 861 5.658 8,487 
Reader's Digest: Es veh sh bcwesta 62.5 72.0 642.5 704.0 11,375 13,104 =:116,935 = :128,128 

English Edition .......... 89.3 105.5 888.0 860.5 16,243 19,201 161.606 156,611 — New Zealand ............ 19.5 24.0 220.5 260.0 3,549 4,368 40,131 47,320 

French Edition ........... 103.0 1105 9308 9025 18,746 20,111 169,396 164,255 Norwegian ...... 000-005 44.0 29.0 359.5 236.5 7,480 4,930 61,115 40,205 
Revue Moderne ............. 28.4 25.8 271.8 289.5 19,301 17,570 184,739 196,865 Portuguese .......-...44- 98.0 82.0 898.5 857.4 17,150 14,350 157,236 150,050 
Revue Populaire ............ 27.7. 32.7 ~— 281.4 310.9 19,343 22,852 196,908 217,625 oo a aa rsettrs be heed or ane oor a me a 
re 43.0 460 401.2 392.7 30,042 32,193 280,753 274,981 uthern Hemisphere ..... . . . . , ; : , 
tSaturday Night ........... 91.9 93.9 770.5 824.6 38,631 63,886 386,719 560,683 Swedish 2... -.e essen 54.0 61.5 461.5 431.6 10,044 11,439 85,839 80,286 
Time-Canadian ............. 257.5 253.5 2,020.2 1,995.3 108,150 106.470 848,470 837,970 Time-Atlantic .............. 110.9 91.3 890.4 SS Oe OES 

Total Grow ............ 957.4 9969 86910 88069 457,312 497.403 4.278.491 4 522,685  Time-Latin American ......... — — ae ae eS Se 

Cheaned rom 600-11 bs €20-line pose in Way, 1984 Time-Pacific ..........020005 108.7 90.8 840.6 737.0 45,640 38,150 356,825 309,540 
tChanged from 680-line page to 420-line page in May, . ESE SRR PE eae 63.0 45.3 4905. 451.5 26,460 19,040 206,010 189,630 
Forei WE kd Waedunsuescdedans 58.2 53.3 469.2 526.3 24,430 22,400 196,910 221,080 
fg Total Group ............ 2,394.9 2,103.1 19,610.3 18,2334 681,016 593,491 5,506,490 5,096,997 

English Edition .......... 91.1 85.9 586.0 604.8 61,965 58,395 394,910 411,145 #Not included in totals. +Started publication in January, 1954. 

Spanish Edition ......... 78.5 64.1 654.0 554.3 53,380 43,605 444,720 376,805 NOTE: All sectional advertising of Everywoman’s, Family Circle, Wom2:'s Day, Farm & Ranch—Southern Agriculturist and 
Newsweek-European ......... 61.4 40.9 406.1 357.3 25,795 17,185 170.548 150,115 Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
Newsweek-Pacific: particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 

Manila Edition ....c.s.sc« 81.9 57.2 604.1 429.5 34,410 24,010 253,748 180,390 appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as .25 pages. 


Along the Media Path 


The St. Paul Dispatch-Pioneer 
Press has taken two big steps to 
help downtown merchants combat 
suburban shopping centers. First 
step was taken several weeks ago 
when the merchants were invited 
to a special meeting where three 
top executives from Chicago’s 
State St. Council told of the suc- 
cess achieved by their promotion 
activities. More recently, the news- 
paper ran a 36-page “Downtown 
Shopping” section in a Sunday 
edition. 


e Better Living and the American 
Gas Assn. are doing it again. The 
annual “Mrs. America” contest for 
1955 gets off the ground in the 
current Better Living with entry 
blanks. Editorial features for the 
next five months will continue to 
push the contest, in which the 
prize is awarded on the basis of 
homemaking abilities. Mrs. Amer- 
ica in 1955 will receive a special 
trophy and $15,000 in home mer- 
chandise. 


e Golf Digest is attempting to 


solve a three-fold problem with 
its advertisers with a series of six | 
over-size cartoons. The three-fold | 
problem is to draw attention to the | 
fact it has an earlier closing date | 
than other magazines in the field; 
to get 1955 advertising contracts | 
in early, and to give the advertiser | 
other pertinent facts in small,) 
palatable doses. 


e Salesman’s Opportunity, a mag-_ 
azine aimed at the direct selling 
market, gets a radical change of 
dress with its February issue. The 
over-size, newsprint magazine 
will go to a standard size and 
switch to a slick paper from its 
present pulp stock. Changes in 
typography and design are also 
being planned. 


e A recent survey made by Bev- 
erage Dealer & Tavern News 
among delegates attending the con- 
ventions of retail liquor dealers in 
Illinois and Wisconsin shows the 
magazine has an average of 2.82 
persons reading each copy. This 
gives the publication a readership 
of over 80,000, the publication says. 


@ The Girl Scout Leader, which 
comes out nine times a year, has 
decided to increase its allocation of 
advertising space beyond the pres- 


vertising, making it the “biggest 
issue in the biggest quarter in the 


|history. 


ent eight-page-per-issue limit. 


e The Boating Industry is prepar- 
ing a survey on the boating busi- 
ness for 1955. Preliminary returns 
show that the majority of industry 
members expect a 14% increase in 
business in 1955 over 1954. 


e The New York World-Telegram 


& Sun’s 14-year-old New York 
market grocery inventory has been | 
redesigned on the basis of U. S.. 
government data never before) 
available. Grocery manufacturers 
are now obtaining monthly sales. 
figures taken in an actual panel of | 
stores which parallels the distribu- 
tion of “food stores with and with- 
out meat” in the New York market 
both geographically and accord-| 
ing to sales volume. | 

The inventory is conducted in| 
the 14-county New York food mar- | 
ket, and the panel of stores is rep-| 
resentative of this area. The 14) 
counties account for 84% of the. 
food sales within a 50-mile radius 
of the center of New York City. | 


e Department of New Laurels: 

Advertising pages in the Jan- 
uary, 1955, issue of Coronet are up 
23% over January, 1954. 

The Dec. 6 issue of Life carried 
approximately $3,800,000 in adver- 
tising revenue, greater by $250,000 
than its previous record issue. 

The Dec. 14 issue of Look carries | 
more than $1,800,000 worth of ad-| 


biggest year” in the magazine’s 


The January, 1955, Scientific 
American will be the biggest Jan- 
uary issue in its history with 46% 
pages of industrial advertising, 
21% higher than the previous 
January. 

Parade’s advertising linage for 
the first ten months of 1954 is 
6.5% higher than in the compar- 
able period in 1953. 

October sales for WPTZ, Phila- 
delphia, this year were up 11.6% 
over the same month last year. 
Sales for the first 10 months are 
20% higher than for the similar 
1953 period. 


e Industrial Development, a pub- 
lication launched within the last 
year, has compiled the experience 
it has gained in a variety of devel- 
opment advertising programs in 
industry in a folder. Copies of the 


RE-USABLE BAG—The St. Louis Globe-Democrat distributed this 120- 
page Thanksgiving Day edition in this re-usable waterproof plastic 
bag to a sizable section of the St. Louis metropolitan area. 


lication at 5009 Peachtree Rd., 
Atlanta. 


e WGAR, Cleveland, celebrated 
the beginning of its 25th year of 
broadcasting by signing a contract 
renewal as a basic affiliate of 
CBS Radio. 


e The Hartford Times will join 
with the Home Builders’ Assn. of 
Hartford County in presenting the 
annual Home Show again in Feb- 
ruary. Dates are Feb. 19-26. 


e “Mummies Don’t Move” is the 
title of a 24-page promotional 
booklet just released by National 
Bottlers’ Gazette. The booklet out- 
lines notable editorial campaigns 
and important soft drink transi- 
tions in the 72-year-old history of 
the publication. Included are illus- 
trations from NBG’s photo file. 
Copies are available from the pub- 
lication at 9 E. 35th St., New York 
16. 


Doyle, Levine Join Grey 

Geofrey C. Doyle, formerly ad- 
vertising and sales promotion man- 
ager of Scandinavian Airlines 
Systems, has joined Grey Adver- 
tising Agency, New York, as an ac- 
count executive. Erwin A. Levine, 
previously copy chief of Cecil & 
Presbrey, has joined the agency’s 
copy department. 


Travel Service Names Agency 

Advisory Travel Service Inc., 
New York, has named Colman, 
Prentis & Varley, New York, to 
handle its advertising. Cartoon ads 
will be used in The New Yorker 
and business publications to stress 
“the advantages of a travel ser- 
vice designed for business men’s 


folder are available from the pub- 


needs.” 


Biderman Replaces Waggoner 
as Premium Group Secretary 

George Biderman, public rela- 
tions counsel to the Premium Ad- 
vertising Assn. of America, New 
York, has been named executive 
secretary of the group. He suc- 
ceeds Frank H. Waggoner, dean 
of the premium industry, who re- 
tires on Jan. 1. 

Formerly an associate editor of 
ADVERTISING AGE, and advertising 
and promotion director of Bantam 
Books Inc., Mr. Biderman will 
continue to handle the Premium 
Advertising Assn.’s public rela- 
tions. Mr. Waggoner has been ac- 
tive in the premium advertising 
industry since 1914, when he be- 
came editor of Novelty News, 
forerunner of Premium Practice. 
He was named executive secre- 
tary in 1948. 


Reed-Jones Opens 
Subsidiary News Agency 

With the extension of its news 
features and other materials to 
countries throughout the world, 
Reed-Jones Inc., New York, in- 
ternational public relations com- 
pany, has established a subsidiary, 
American News Service. 

The company’s other subsidiary, 
Export News Service, established 
ten years ago, will continue to 
dispatch product news in six 
languages. The new service wiii 
send material of a more general 
informational nature. 


Kuntz Joins ‘Fortnight’ 

John T. Kuntz, formerly with J. 
Walter Thompson Co., New York, 
has joined Fortnight, “California’s 
own newsmagazine,” as northern 
manager. 


FCC Report Sets 
Radio-TV Revenue at 
$908,000,000 in ‘53 


WASHINGTON, Dec. 21—Figures 
released by the Federal Commun- 
ications Commission show total 
revenues of the radio and tele- 
vision broadcasting industry in 
1953 up 14.3% to a record $908,- 
000,000. The increase was achieved 
chiefly by television, up 33.5% to 
$432,700,000. Radio revenues in- 
creased 1.1% to $475,300,000. 

The 1953 data for tv had been 
issued in October, but the am-fm 
figures became available last Fri- 
day for the first time. 

Though radio revenue exceeded 
tv, profit from tv before taxes for 
the first time exceeded profits 
from radio. Radio profits were 
$55,000,000, down 8.4% in 1953, 
while tv profits were $68,000,000, 
up 6.4%. 

Radio revenues of networks, in- 
cluding their 22 o&o stations, 
were $97,300,000, down 3.3%. Ra- 
dio profits of networks, at $10,- 
400,000, were down 7.1%. Rev- 
enues of 2,457 other radio stations 
were $378,000,000, up 2.4%. 

FCC said time sales by radio 
networks declined 10.4% in 1953. 
National spot increased 4.8%, and 
sales to local advertisers were up 
4.1%. 


Name Judges for Insurance 
Advertising Competition 

The Insurance Advertising Con- 
ference will award Oscars. to 
agents, brokers and local boards in 
its third annual awards competi- 
tion. 

Judges include John Crichton, 
©xecutive editor of ADVERTISING 
AcE; Joseph A. Neumann, presi- 
dent of the National Assn. of In- 
surance Agents; and Ralph E. 
Morrow, v.p. of Rough Notes Co., 
publisher of insurance and other 
business publications. 


Butler Moves to Detroit 

Aldis P. Butler, v.p. of Young & 
Rubicam, has been named to head 
the agency’s Detroit office, where 
he will also be account supervisor 
on Ford Motor Co.’s Lincoln cars. 
James W. Johnson will continue 
as Detroit manager, reporting to 
Mr. Butler. 


Hahn Named Sackheim V. P. 
Jerome G. Hahn, who joined Ben 

Sackheim Inc., New York, in 1949 

as an account executive, has been 


elected a v.p. He is co-director of 
| merchandising for the agency. 
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Advertising Age, December 27, 1954 


ARF Finally Lays Its 
Rating Report on Line 


(Continued from Page 1) 

8. “Total household audience.” 
(The committee wants cumulative 
audience figures for tuning to any 
part of show over same specified 
minimum of time.) 

9. “Unduplicated household au- 
dience to two or more broadcasts.” 

10. “Program audience size 
measurements as per cent of all 
households.” 

In elaborating this point, the 
study laid down a four-point plan, 


based on county breakdowns, so) 


that measurements would be made 
on approximately 90% of the ex- 
posure hours for each station. 


= 11.‘“Households using receivers.” 
(An estimate of the number of 
households with at least one re- 
ceiver in operation, for each 15- 
minute time period studied.) 


12. “Audience characteristics.” 
(Sex, age, product ownership or 
use, family size, income, geo- 
graphic area and city or county 
size.) 

13. “Program audience size 
measurements for specific seg- 


ments of a program, such as com- 


“And again it is stated that 
‘what is desirable may, at least at 
our present level of knowledge, be 
unattainable at reasonable cost.’ 

“One of the services publicizes 
the fact that it has lost $6,000,000 
on its electronic recorder. Yet not 
to be cutely remote—your analysis 
boils down to an excellent promo- 
tion piece for the A. C. Nielsen 
Audimeter, if we may by-pass 
double-talk. Since you give Niel- 
sen the benefit of an asterisk on 
the opening page of section [II]— 
kindly toss one in for Pulse, too, 
and please note: 


'@ “As one of the services stretched 
out on the Procrustean bed of the 
‘wholly theoretical,’ it should be 
called to the attention of the read- 
ers of this report that Pulse has in 


Measuring Techniques 


A special gatefold in the ARF 
report analyzes all current au- 
dience measurement techniques 
in relation to the 22 “stand- 
ards” set up by the committee, 


The first letter objected to Edgar 
Kobak’s qual role as consultant to 
A. C. Nielsen Co. and president of 
ARF. Told that Vr. Kobak was not 


“having anything to do with the| 


'study, Mr. Hooper wrote: “We 
could not visualize the possibility. 
of Mr. Kobak’s disassociating him- 
self from this proposed investiga-| 
tion of the rating methods, and so 
we could not visualize the pos- 
sibility of an objective report. 
That the final report on ratings 
services was predestined to be’ 
what would amount to a promo-| 
tion piece for the electric recorder | 
method appearea to us to be in- 
evitable from that date 
ward. =.” 


for-| 
ws Mr. Hooper objected to the ac- 
ceptance of tuning (“1939 study 
by Archibald Crossley showed) 
that up to 20 to 25% of tuning was) 
unaccompanied by listening’) as. 
the basic measurement and the ac-. 
ceptance of the household as the, 
unit of audience to be measured. 
“Seemingly motivated by an ef- 
fort to set a standard low enough 
to admit the recorder as ‘stand- 
ard,’ the committee has set the 
‘household’ as the unit of audience 


fail. A ‘household’ is by definition 
‘a group of persons living together; 


to be measured. This effort will | 


THOMAS S. HOOK has been named 
advertising manager of Pemco 
Corp., Baltimore manufacturer of 
porcelain enamel frit and colors. 
He formerly was in charge of pub- 
licity and a member of the adver- 
tising staff of Black & Decker Mfg. 
Co., Towson, Md. 


| AGE, C. G. Shaw, of A. C. Nielsen 
|Co., voiced the hope that evalua- 
| tion of the potential of the various 


rating methods would not be mis- 
interpreted by some in the indus- 
try as the committee’s appraisal of 
the various companies using those 
methods. 

He pointed out that the tech- 
niques themselves are important, 


|Rating Service 


| 
} 


Needed to Rate 
Study Reactions 


New York, Dec. 24—What was 
the industry reaction to the ARF 


‘report? These were some of the 


comments picked up by AA report- 


‘ers in a very random telephone 


and concludes that the “re- 
corder” meets more of the spe- 
cifications than any other tech- 
nique. “Recorders” are primar- 
ily used by Nielsen (which also 
uses some diaries) and have 
recently been introduced by 
Pulse, which primarily uses the 


mercials.” 
14. “Full network audience by) 
specific time periods.” 
15. “The program audience size 
measurement should be _ based) 
upon a probability sample.” | 
16. “The program audience size 


a family; pertaining to a family °F but that there are many deviations 


home.’ _.. | from ideal practices in the appli- 
“The recorder cannot distinguish | cation of the techniques. 


between occupied or unoccupied) Mr. Shaw said he was refrain- 
houses. If occupied, it cannet iden- ing from taking issue with some 
‘ify the occupants. To admit the conclusions with which the Niel- 
recorder, the committee must low-| sen organization was not in com- 
er its ‘standard’ one more notch, | plete agreement because he real- 
substituting for ‘household the ized the committee wanted to get 
word ‘house’...A technique ex-/its report out as soon as practi- 
ists, is being used and has been cable. However, he listed three 


measurement should be based personal roster-recall technique. 
upon the audience during a single Trendex uses the telephone 
week.” coincidental method. Hooper 

17. “The measurement should uses telephone coincidental on 
be reported for each commercial- radio, and a combination of 
ly sponsored segment of the _ this and diary on tv. Videodex 
broadcast.” and American Research Bureau 

18. “All broadcast hours from use the diary method. Robert S. 


6 a.m. to midnight should be meas- 
ured.” (Other period measure- 
ments should be available on re- 
quest.) 

19. “The measurement should be 
available at varying frequencies, 
depending upon the importance of 
the market.” 


a 20. “The measurement should 
be available within one month of 
the last measured broadcast.” 

21. “There should be adequate 
control of sampling errors.” 

The minimum size of sample 


for the simplest type of probabili- | 


ty sample should be 400 for local 
and 1,200 for national audience 
measurements for each 15-minute 
program, the report recommends. 

22. “The net effect of non-sam- 
pling errors should not exceed the 
sampling error.” 

The committee labels the first 


seven of these standards as basic, 
the next seven as supplementary | 


and the last eight as procedural. 
By far the liveliest reading in 
the 70-page booklet is in the ap- 


pendix, where the radio-tv rating, 


Conlan & Associates uses a 
combination of telephone coin- 


cidental and personal roster 
recall. 


operation its all-electronic record- 
er, named Dax, which requires no 
tapes, no supporting diary to re- 
duce expense. Pulse’s device is not 
a ‘Goldberg’ either. Dax has no 
lights, buzzers or sirens. And it is 
‘instantaneous.’ ” 

_ (Editor’s note—In the late re- 
‘visions, Pulse got an asterisk and 
a footnote, shared with Hooper, 
reporting the company’s plans for 
a recorder service, but Dax was 
not mentioned by name.) 

Dr. Roslow charges that the 
committee’s “observations about 
memory-failures, prestige bias and 
‘incomplete reporting ‘black-wash’ 
,most of the services,” with the 
““*whitewash’ of the electronic re- 
corder as the main exception.” He 
/said the yes and no charts will 
give “sound rating service objec- 
tives a black eye.” 

The Pulse director said: “When 


companies have their say. Sharp- accurate information is wanted, 


est criticism came from Dr. Syd- Tesponsible organizations do not 
ney Roslow, of Pulse, and the late stake important decisions on re- 


C. E. Hooper. 


s Complaining that leaks of the, 


first drafts already had caused 
considerable uneasiness among 
prospective customers, Dr. Roslow 
suggested to the committee that 
the appendix be printed as a fore- 
word to the report. Repeating to 
ADVERTISING AGE the comments he 
made to the committee, he labeled 
the results of the two-year study, 
which the committee says took 100 
meetings to put together, an “ex- 
cellent promotion piece for the A. 
C. Nielsen Audimeter.” 

He asserts: “In the preface to 


_corders, telephones, diaries or ad- 
_justment formulae. They go out 
and talk with people: Who does 
that? Government services, U. S. 
Census, Pure Foods & Drugs.... 


a ...““We question that any one 
service is able to serve all users. 
What ARF blandly recommends in 
committee for radio and television 
is a monotheistic worship of the 
machine, and a monopolistic con- 
centration on a one-and-only serv- 
ice. Even if it existed—who of the 
committee members’ agencies or 
clients could afford it?” 

Two letters from the late Mr. 


your report, under presentation of| Hooper are included in the appen- 


results (i. e. the very heart and dix. James Knipe, general man- 


s Flaying the project as “re-. 
search by proclamation,” Mr. 
Hooper recommended, among oth- 
er things, that all copies of the re- 
port except one—this to be re- 
tained as an “example of what not 
to do’’—be destroyed and that the 
ARF undertake experiments along 


vey committee in 1951. 
That committee, 
Stanley Breyer of KJBS, San 


iance in different program ratings 
and asked for a “Who is right?” 
finding, helpea to set the wheels 
in motion for the work of the cur- 
rent group. The earlier committee 
proposed a general over-all study 
of the rating situation. 


= Bob Rogers, of Trendex, con- 
gratulated the committee on its 
work, but entered a strong dissent 
on the acceptance of tuning as its 
standard of exposure. 

“We feel that the committee has 
a case as far as the objectivity of 
its recommended measurement 
goes...Tuning is tuning, period,” 
he told the committee and AA. 
“But the committee makes an am- 
biguous statement when it recom- 
mends tuning as the standard for 


size measurement, because a meas- 
urement of sets ‘tuned’ to a pro- 
gram is not a measurement of the 
size of the program’s audience. 
“Isn’t it much more unambig- 
uous to accept the word of a re- 
sponaent as to whether he or any- 
one in his home was or was not 
part of the program’s audience? 
“If we accept tuning as our 
standard audience size measure- 
ment, we are approaching the anti- 
quated circulation technique used 
by newspapers and magazines to 
sell space. Tuning is a mechanical 


the lines proposed by the test sur- | 
formed after, 


Francisco, complained of the var-| 


the industry for the basic audience | 


process. The device now used to) 


outlined to the committee which suggestions involving technical 

does not limit the place where ra-| points. 

dio’s audiences are measured to: 

the ‘house.’ ”’ # Allan Jay, of Videodex, who 
emphasized that his comments 


were intended to be constructive 
in terms of the report as a whole 
|and were not specifically related 
| to the techniques used by Video- 
dex, criticized the acceptance of a 
minimunt national sample of 1,200 
households. “A 1,200 minimum 
national sample bearing any sem- 
blance to allocation by television 
/set density or population would 
find less than half the present 
markets with one or less member 
of the sample,” he told ADVERTIS- 
ING AGE, as he had written the 
committee. “This would be a mul- 
ti-city statistic rather than one na- 
tionally projectable. Even the 
properties of disproportionate sam- 
| pling would not accommodate the 
problem with this size sample. 

“Furthermore, an_ unrestricted 
sample of a random nature is prac- 
‘tically unattainable. By definition, 
this type of sample implies that all 

units have an equal chance of sel- 

|ection. The more attainable goal 
would be a probability sample 
| where all units have a known, as 
| opposed to an equal, chance of se- 
lection. The number of cases 
|should be considered in terms of 
such a construction. In all practi- 
cal cases some stratification is in- 
volved.” 

Softest voice in the appendix is 
that of James W. Seiler of Amer- 
| ican Research Bureau. He told the 
‘committee, and ADVERTISING AGE, 
that he was not in agreement with 
some of the basic recommendations 
in the reports, “notably the defi- 
nition of television viewing,” but 
congratulated the committee on an 
“excellent over-all job.” 


Bank of California Appoints 

The Bank of California, which 
has branch offices in three states, 
has appointed Harrington-Rich- 
ards, San Francisco, to handle its 
advertising. 


record tuning is a machine... but 


core of the subject), it is stated| ager of C. E. Hooper Inc., read 
that, ‘this part of the report is thus| portions of the original letters to 
a compromise between a wholly| AA, and agreed to their quotation, | 
theoretical and a practical view-| saying they still mirror the opin-| 
point.’ | ions of the Hooper organization. 


Forbes Appoints Two to Sales. 
Forbes Lithograph Mfg. Co. has! 
appointed William Moller and J. 


Walter van Leer to its Chicago 
sales staff. 


audiences are not machines, and 
they will never be mechanized.” 


s In his letter to the committee, 
which he repeated to ADVERTISING 


survey. 

R. G. Werner, Kudner Agency, 
thought the committee did a good 
job, and he agreed—with reserva- 
tions—with the standards set up 
for rating services. He said he 
would want a great deal more 
about viewers than set tuning, al- 
though he realizes, he said, that 
this might be the only expedient 
method at present. 

He did not see how the report 
would reduce the confusion in the 
ratings field. He said he feels it 
doesn’t add anything and does not 
resolve any problems. 

Don Coyle, director of research 
for American Broadcasting Co. and 
a member of the committee which 
prepared the report, thinks the 
study is a good job. (“Otherwise 
I wouldn’t have stayed with the 
committee for so long.”) He be- 
lieves adoption of the proposed 
standards would greatly reduce 
confusion in the ratings field, but 
he does not expect quick accept- 
ance. He said the proposals must 
first be appraised thoroughly by 
the practitioners in the field, and 
then clients must begin to press for 
adoption of the standards. 


a Jim Seiler, American Research 
Bureau, thought that, all factors 
considered, the ARF committee did 
a good job. He agreed with a ma- 
jority of the standards set up for 
rating services but listed two ex- 
ceptions: 

1. The definition of viewing: 
“Our feeling is there must be an 
attended set (i. e., a set with at 
least one person as an audience).” 
ARB considered it “rather illogi- 
cal” to count the number of sets 
tuned in rather than the audience. 

2. The “lack of importance” at- 
tached to audience composition, 
with “too much emphasis” given to 
the number of people in a house- 
hold, regardless of whether or not 
they are listening. 

Mr. Seiler thought the ARF 
study was “a step in the right di- 
rection,” but he did not consider 
it the final answer. He expressed 
a fear that the study might “cre- 
ate as many problems as it solves.” 
For example, advertisers inexper- 
ienced in research methods will see 
the report and possibly jump to the 
wrong conclusions. “A little 
knowledge can be a dangerous 
thing,” he said. 

Hugh Beville, National Broad- 
casting Co., a committee member, 
indicated that he considered the 
report a starting point for addi- 
tional studies. 


# Allan Jay of Videodex had not 
yet seen the published report and 
was reluctant to comment addi- 
tionally before doing so. He said, 
though, that he felt the report had 
gone as far toward reducing the 
ratings confusion as any previous 
attempt of its kind. 

Bob Rogers, Trendex, repeated 
his disagreement with the selection 
of “tuning” as the basic measure- 
ment but again congratulated the 
committee on doing what he called 
a “good job.” 

“*Tuning’ doesn’t tell whether 
people are watching or listening. 
The only way to find that out is 
to ask,” he said. “The set may be 
on, but you don’t know there is 
exposure unless you know some- 
body is in the room.” 

He also dissented on ARF’s 
fourth standard—the requirement 


(Continued on Page 44) 
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REVIEW 
OF THE 


Schooley Truesdell Hope Smythe Atkins 


30/1 ANNIVERSARY—This quartet helped KOA, Denver, celebrate its 

30th birthday and KOA-TV its first, in company with Bob Hope, a 

member of the station’s board. Singers are Ivan Schooley, George 

Truesdell, Pete Smythe and Jim Atkins. The event was celebrated 
Dec. 10. 


THREE-YEAR-OLD—David J. Mahoney (right), who quit Ruthrauff & 

Ryan to form his own agency at the age of 28, cuts the cake cele- 

brating the third birthday of David J. Mahoney Inc. With him are 
Mrs. Mahoney and sportscaster Harry Wismer. 


THE CALIFORNIA WAY—A. C. Nielsen Co. this month celebrated the ; ELECTRONIC LIGHT AMPLIFIER—Brig. Gen. David Sarnoff, board chair- 
opening of its new West Coast headquarters, on Willow Rd., Menlo ata a ee Gane ap- man, Radio Corp. of America, watching demonstration of the RCA 
Park. The company’s western division is set up to service Nielsen ae rin? po. ir Po j Aang Po ‘o 7 electronic light amplifier, which he lists as one of the major devel- 
food-drug and radio-tv clients in 11 states. Present for the house- Ga%s eet Jet-Helix prerette sh, opments of 1954. Now under development, it will eventually make it 
warming Dec. 17 were Arthur C. Nielsen Sr., president; Arthur C. , possible to see a tv picture in b&w or in color on a thin, flat tv 


h , 
HisMEn I7., CBEC. GH. End Prank N. Graf, vp. me charge of the 5 Oe Se screen that can be framed and hung on the wall like a picture. 
Coast office plants in Brooklyn. 


To tHe NBC stars 


: = TRANCE 
BRUCATIONAL ; 
GAMES AMS. tee 


TOY COLLABORATION—One feature of the Christmas toy promotional whirl was the big “talk with” such performers as Howdy Doody, Miss Frances and Pinky Lee and 
cooperative operation staged at Macy’s Toy City by R. H. Macy Co., New York, fea- examine toys and games featuring these, plus “Swayze,” “Groucho,” etc. And, of course, 
turing the National Broadcasting Co.’s Playhouse of Toys. Youngsters gathered to to look at Christmas gift suggest’ons bearing the NBC stars’ names. (Story on Page 3.) 


“4 mi ales 


Wea. Rubin Weiss Steiger M. Factor D. Factor Chez : Rosene Gilmore - Hansen 


4 FUN FOR FACTOR MEN—Following the company’s annual sales meeting, in Chicago, Max . the group are Max Factor Jr., president, and David Factor, board chairman of the com- 
Factor & Co. invited its national sales managers and their wives to take a fortnight’s pany, and Maurice R. Chez, president, and Jack Weiss, Chicago office manager of 
vacation in Hollywood, Las Vegas and vicinity. Shown here are five of the sales man- Sales Builders Inc., the organization which handles sales and distribution of Factor 
agers, Lee Rosene, Ben Gilmore, Mickie Steiger, Al Rubin and Fred Hansen. With products in the U. S. 
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30,958 home building permits were issued in 
Detroit the first 9 months of this year—an in- 
crease of 17% over the same period of 1953. 
What a ready market this provides sellers of all 
types of products! 


New homes mean new needs . . . new furni- 
ture, appliances, rugs, lawn mowers and the dozens 
of other things it takes to make a house a home. 


To reach Detroit’s home-owners, use Detroit’s 
HOME newspaper, THE DETROIT NEWS. In 
the Detroit trading area, where these new homes 
were built and the money to furnish them is being 
spent, THE NEWS has the largest circulation .. . 
and the greatest ABC-recognized HOME 
DELIVERED circulation of any newspaper in 
the nation. Because it produces results so directly 
and so economically, THE NEWS carries more 
advertising linage than both other Detroit 


newspapers! 


The Detroit News 


THE HOME NEWSPAPER 


Weekly Circulation 442,656 — Sunday Circulation 549,629 ABC 9/30/54 


Eastern Office: 110 E. 42nd St., New York 17. © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 


Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, ill. «© Pacific Coast: 785 Market Street, San Francisco, Cal. 
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THE 


LANDING 


STRIR 


as seen by 
JOHN BURGOYNE 


MERRY, like we always say, 
CHRISTMAS — and a Prosperous 
New Year to you lads who do and 
those who will use Burgoyne’s 
Wonderful Facts, Warranted Fig- 
ures, Tables for Ladies. And, like 
we say, for all men of good will 
everywhere. ’54 has been a good 
year but ’55 will be a better one— 
and you can’t hardly get them no 
more. 
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Our buxom best to 


Allan Aalgaard, Curt Abel, Harry Adams, Chuck 
Allen, Harold Aispaugh, Craig Anderson, John 
Anderson, Frank Armour, Don Armstrong, Les 
Aue, George Auer, Ray Bailey, Gardy Barker, 
Bob Barton, Fred Baxter, Ken Baxter, Perc 
Beatty, Frank Bell, Sid Bernstein, Jeff Berry, 
Mary Berry, John de Bevec, Jess Bickmore, Bill 
Bigger, Gene Binder, Jerry Bir, Al Bishop, Angie 
Black, Bill Blair, Marcella Blaney, Doc mans. 
ship, Jim Bley, Fred Board, Art Boylan, Jac 
Bradfute, Bill Bradley, Doc Brady, Bill pee. 
Joe Breeze, Al Bremner, Maud Bremner, Charley 
Bridges, Bob Brooks, Ken Brouwer, Bill prone, 
Lyn Brown, Warren Brown, Gordon Buck, Bil 
Burkhart, Leo Burnett, Al Butler, Bob —_ 
Ed Calhoun, John Callender, Henry Camp ‘ 
Joe Caro, Harry Carpenter, Dana Carroll, Tom 
Carroll, Ollie Castle, Harold Catherwood, nen 
Center, George Chatfield, Bill Christopher. ; _ 
Cleaves, Earll Clements, Wray Coffman, a a 
Coleman, Hugh Conklin, Lee Cone. Warren _ 
dell, Bill Coughlen, John Coulson, Tom eee 
Paul Cramer, Dick Crisp, Bob Casts. oa 
hg Ey yg Bili 
Les ‘ Rufe Doig, 
ham, Chuck 


ib Eggert, Paul 
7 Brooks Emory, 


adiock, Frank 
Hagenah. Doyle Hall, 


ing, Marv Harms, Lou Harris, — Head, Dick 


hb 


drich, Ral 5 


Hebberd, Carl He 


Gus Kuch, Clarence ey Ken Laird, Pete 


arsh, Joe Martin, Rod Matteson, Lou Maxon, 
Carl Mayer, Jim McAnulty, Bill McCarthy, Dick 
rty. Dowell. Ales ty Rt 
McGowan, Dick McLean, Jim c " 
McKinney, Charlie McNaull, Bill Menne, Ernie 
Mennell, Jim Merriman, Al Meyer, 
Mitchell, John Monroe, Marilyn Monroe, Charlie 
Moore, Dave Moore, John Moore, Walter Moore, 
Homer Moyer, Mike Mullen, Bill Mullin, Jim 
Mullins, Ted Murray, John Nagel, Perry Nah!, 
Joe Nelson, Bob Nims, Gordon Norberg, Fred 
Norman, Jim North, Larry Northrup, Fred Nye, 
Betty O’Brien, Chet Oehler, Gene Olson, Steve 
Osborn, Bill Osmond, George Papineau, Dave 
Parker, Ward Parker. Wes Parker. Char'i: 
Partington, Bill Pehlert, Reg Pierce, George 
Plass, Gene Pomerance, Bill Pool, Art Porter, 
Ben Potter, Howard Powers, Jack Price, Wright 
Prickett, Augie Ragnow, Jim Rankin, Virgil 
Reed, John Rigotti, Bob Riordan. Clem Risk 
Press Roberts, Bill Robinson, Bo Robinson, Doc 
Root, Sumner Rulon-Miller, Connie Russell, 
Fred Ryner, Chris Sante, Frank Satterthwaite, 
Bill Sauerberg, Bill Savage, Jake Sawyer, Alan 
Schlesinger, Gus Schneider, Henry Schumaker, 
John Scott, Gordon Scowcroft, Herb Selby, Ted 
. , Bert Shattuck, Jack 
Shaw, Jack Shepherd, Mary Shortell, Gene 
Skinner, Doc Smelser, Bob Smith, Eldon Smith, 
Jon Sobotka, Leon Soudant, Hollis Spencer, Bob 
Stark, George Stege, Howard Story, Charley 
Strickler, Omar Strickler, Carl Stursberg, Orville 
Summers, Gerry Tasker, Jesse Teague, Sam 
Teitieman, Palmer Terhune, Paul Tevis, Sam 
Thompson, Tommy Thompson, Dave Thurston, 
Warren Tingdale, Mark Tishler, Ralph Tober. 
Neil Tonks, Dick Tully, Jack Turnbell, Bus 
in, Max Ule, Jack VanHorson, Jules Valois, 
si Van Deventer, Treva 
Van Solingen, Tom Walker, Tommie Walker, 
Bill Wallace, Frank Walsh, Lee Ward, Marsh 
Ward, Pete Warner, Ray Washburn, Walt Wash- 
burn, Bob Watson, Ralph Watts, Charley Webb. 
Al Webber, Eimer Weber, Jim Weber, Al Welch, 
Don West, ‘‘Westy’’ Westgate, Bill White, Roger 
Whitburn, Pry B Whitehurst, Jane Whyte, 
Dean Wilhelm, Charley Wilcox, 


anderMeer, Frank 


Wulfeck, Mary Young, Joe Zalley, Hugh 


Zielske, Zaza and YOU too! 


xk 


That’s all, constant reader, for this 
waning year. See you in fifty-five. 
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National Nielsen Ranking of Radio Shows 
Two Weeks Ending Nov. 13, 1954 
All figures copyright by A. C. Nielsen Co. 
Current Ho 
Rank Program (000) | 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) ‘isee | 
1 Oe Nb I odo ga cas cdi detsae cua ceulm eed Iris icbinsoiaoes cocks, co halcc 2,845 
2 Jack Benny Show (American Tobacco Co., CBS) oo.cccccccccccccccccseseeecseeeee. 2,799 | 
3 — i "| ees eee ae 2,705 | 
4 WOE 7 TS Cy COO) seis isi cnccscsessscctcsccsscecsvectcicidcocssecces 2,612 | 
5 You Bet Your Life (DeSoto-Plymouth Dealers, NBC) ..0....000000000000........ 2,566 
6 SPUN CUININD Gh FRUIOUN, GN) aise cv ncsinceceteqsenecccksdbelbcads secsoccececeacce<ocseese 2,519 
7 Our Miss Brooks (American Home, CBS) o.......ccccccccccccccccsccccececccceceeees 2,379 
8 I IE EN ID. as ssn asic ighenucascvncionasas sadsieessnsicednicessBeotacaCichce 2,286 
9 PONE UP RI CNIE, CUD) ances nesesesssvasnnsduensdvidssccsaccesivesocsessecscesees 2,286 
10 My Little Margie (Philip Morris, CBS) .........0.0ccccccccccccccccecececevevesesececees 2,286 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (933) 
1 News of the World (Miles Laboratories, NBC) ..........cccccccccccccccsceceee 1,726 
2 One Man's Family (Toni, Miles Laboratories, NBC) 00.00.00... 1,586 
3 Amos ‘n’ Andy (Murine, Viceroy cigarets, CBS) oo... 1,586 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,493) 
1 Young Widder Brown (Toni, NBC) ...........:cccccccccscsscescscsssscscesceceeceeceeeeees 2,332 
2 MN I NE, ID oss csceconcesercas<oosssorsessacvesdeusisaceccociaxeonéesscos: sc.ces 2,286 
3 WPM, NUM NINE, IMO) css ecsnsinaceaccecvecceensscecoiaddccecsescdsieosaceess 2,286 
4 Helen Trent (American Home, Toni, CBS) ooc.c..ccccccccccccccccccsesesececeeesee. 2,192 
5 Ree Oe UPN IN NINN, I 55g ss schstaccndacacs cssesunciucicssssscuassconccesBacacscacce 2,145 
6 Our Gal Sunday (American Home, CBS) o.........cccccccccccccscscssscseseseeeees 2,099 
7 MN, UNND SO OR EUGD oicescsascicsccesccacrecsllt ceccoscsseseccdhs did cesses: 2,099 
8 OU I, NS, POUL) nc oasis scéasivncsenadbcedtth ccstoncss séhessacadsosoiscsol 2,099 
9 Young Widder Brown (Sterling, NBC) ............cccccccscsscsssssssesesneeeseseceveeees 2,099 
10 Young Dr. Malone (P&G Crisco, CBS) ............ccccccsssscsssssssssesessesssceceees 2,099 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (466) 
1 NMI ID ccs csccvszdns oki cscds ch estssacacscecdacd Dasscasidsemrieihieneiadshes 1,073 
2 Gaten Crake (General Fowds, CUS). .............c:sccccseccsssesscsescsececsoesoesesseeeees 980 
3 Sunday Gatherin’ (General Foods, CBS) ........ccccccccccccccsceccececcsceeseecececees 980 
| DAY SATURDAY (AVERAGE FOR ALL PROGRAMS) (840) 
. 9 Sn I UNNI IN ii a sccncincnccccdcesdcdsaltbedecdsastshabuscacsanbilecics 1,679 
| 2 Gunsmoke (Liggett & Myers, CBS) ......ccccccccccssssesssssssssssssivecseosssssssseccccce 1,679 
3 Robert Q. Lewis (Van Camp, CBS) ......cccccccccceccescssssesssssesessscecescecececcecese 1,599 


| *The percentage of homes reached (‘Nielsen-Rating’”) may be determined by comparing 
| the total number of homes reached with 46,646,000, the 1954 Nielsen estimate of total 


U.S. radio homes. 


ARB Network 
TV Ratings 


- | Week of Dec. 1-7, 1954 


| All figures copyright by 
_ American Research Bureau 


PROGRAM POPULARITY 
Program Rating 
Dragnet (Liggett & Myers, NBC) ..51.9) 
You Bet Your Life (DeSoto- 
Plymouth, NBC) ooo.....ccccccccccccceees 
Jackie Gleason (Schick, Sheaffer, 
POO, GUD sscccecscccscsccccsescesecee 50.1 | 
| Love Lucy (Philip Morris, CBS) ..49.6. 
Toast of the Town (Lincoln-Mer- 
cury, CBS) 49.2 
Bob Hope (American Dairy Assn., 
NN Bipasinencicksevveskbivarticeaibcasacss 
Two for the Money (P. Lorillard, 
DA thinshscisarbinerlasisassiciesases lcorss 
This Is Your Life (Hazel Bishop, 
NBC) 40.2. 
Disneyland (American Motors, 
Americen Dairy, Derby Foods, 
ABC) 


Rank 


1 
2 


50.4. 
3 


ve oO Wea 


41.2. 


AONE NOOR eee ener eeeeeeeeeeeeeeeeeeeeres 


39.3 


THERE ROR Eee eee eee eee eeeeeneneren sees 


_ 3 eo 39.2 


TOTAL VIEWERS REACHED 
Program (000) | 
Toast of the Town (Lincoln-Mer- | 


cury, CBS) 43,860 | 
Jackie Gleason (Schick, Sheaffer, 
Nescafe, CBS) .........ccccccccccecess peak 


Rank 
1 


2 
3 You Bet Your Life (DeSoto-Ply- 
a, ae 40,250 
Dragnet (Liggett & Myers, NBC) 39,300 
| Love Lucy (Philip Morris, CBS) 38,580 
Bob Hope (American Dairy Assn., 
EER Fe 
Disneyland (American Motors, 
American Dairy, Derby Foods, 
PN Mita Sat eadtieaneibonaiiibceia tics 
Two for the Money (P. Lorillard, 
MUD eitveSisddtvnsscsedsssbicsecedaccisodsss 
George Gobel (Armour, Pet Milk, 
NBC) 31,210. 
Your Hit Parade (American Tobac- 
co, Warner Hudnut, NBC) 30,240 


ous 


} 


ATOR TORR Oe eee eee eee eeeeeeeeeeeeeeseene 


Three Join Bryan Houston 
Andrew T. Halmay, Ralph J. 
Kidd and William C. Logan have 
joined Bryan Houston Inc., New 
York. Mr. Halmay, formerly a tele- 
vision director with Stewart- 
Bowman-MacPherson, Toronto,, 
joins as a copywriter. Formerly, 
production manager of Hilton &| 
Riggio, Mr. Kidd has joined Hous- | 
|ton’s production department. Mr. | 
Logan, recently an art director in| 
sales promotion at McCann-. 


Erickson, has joined the Houston 
jart department in the same capa- 
city. 


General Mills Plans Tie-In 
Deal with ‘Child Lite’ 


General Mills Inc., Minneapolis, 
next month will offer consumers 
reduced subscription rates on Child 
Life in a new tie-in promotion 
with its Betty Crocker cereal 
trays. Coupons, redeemable for 
$1.50 on a $3 year subscription to 
Child Life, will be packed in Betty 
Crocker cereal trays, beginning 
Jan. 1. One million coupons will 
be distributed through the deal, 
which ends in March. 

In another promotion, General 
Mills, in commemoration of the 
22nd anniversary of the Lone Ran- 
ger in February, will offer masks 
of eight Lone Ranger show per- 
sonalities on packages of Wheaties | 
beginning in January and con-} 
tinuing through March. Knox: 
Reeves Advertising, Minneapolis, 
is the agency for both promotions. 


Bruce Baldwin Joins Shaw 


Bruce Baldwin has joined the | 
creative group of John W. Shaw) 
Advertising, Chicago. He former- | 
ly was with Leo Burnett Co., Chi- 
cago. 


Ss 


yy arp aE 
Rating Service | 
_. Needed to Rate 

Study Reactions 


(Continued from Page 41) | 


that the entire reception area 


| Should be measured. He said this | 


depends on what is to be meas- 


| ured. , 


“We try to measure comparative 
popularity in areas where there! 


is an equal opportunity to be GORDON C. VANDERWARKER has been 


heard for at least three siiows,” 
he said, adding that he thinks this 


Standard more applicable to pro- 


jectable surveys or station-area 
subjects than to program popular- 
ity ratings.” 


= Mr. Rogers said he believes that 
the report’s recommendation of 
the average instantaieous » audi- 


/ence measurement, however, will 


help to clear up some confusion, 
if this should become the unit 


accepted by all the major services. 
_He added that most of the “con-| 


fusion” about the spectaculars 
this fall came about when people 
compared figures that weren't 
really comparable. 

In Chicago, A. C. Nielsen Sr. 
told AA he had not yet received 
a copy of the report and said he 
was unwilling to comment until 
he has seen one. 

Stanley Breyer, 
Francisco, who by a query started 
the whole ARF inquiry rolling, 
likewise had not seen the report 
when AA spoke with him. He said 


he wished to withhold comment, | 


but would make this statement: 
“The basic question is whether 


KJBS, San | 


|appointed media director of the 
|New York office of Needham, 
| Louis & Brorby. Mr. Vanderwark- 
er formerly was a media super- 


| visor with Batten, Barton, Dur- 
stine & Osborn, New York. 


;an audience measurement method 
'reflects what’s going on in the 
home. If a set of standards is so 
severe as to make it commercially 
|; unfeasible, then its authors have 
| gone too far. 

“The story has been that Niel- 
| sen meets the ARF standards bet- 
'ter than any other service. I’ll 
| be interested to see whether this is 
still true, now that Nielsen is us- 
ing a combination of Audimeter 
and diary for its local ratings.” 


YOUR BEST BUY, 


| in Classified 
| Here’s a real bargain! You get around 
| 600,000 ABC Net Paid Circulation for 
| only 55¢ a word; minimum 10 words. 
| Terrific mail order puller! Write for 
sample copy, complete details, today! 


SCliENCE AND MECHANICS 
230 Dunham Bidg., Chicago 11, IMinois 
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‘ADVERTISING 
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OADCO BUILDING 
Cincinnati 2, Ohio 

PA 7160 

America’s largest producers of indoor-type, 


DISPLAY 


COMPANY 


illuminated, point-of-sale signs 


Now! 
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AREA PO 


IN CORPORATE 


PULATION 


WHEELING (West Virginia 
INTELLIGENCER a.m NEWS-REGISTER p.m. 


Serving and Selling 117,815 People u.s. Govt. census 
in Their Corporate Area — First Among West Virginia Newspapers 


Nationally Represented by GEO. A. MC DEVITT CO., INC. 


NEW YORK 


CHICAGO 


DETROIT 


PHILADELPHIA 


PITTSBURGH 
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Advertising Age, December 27, 1954 


Eastman Says 


Decree Results 
Will Be Gradual 


ROCHESTER, Dec. 22—The East- 
man Kodak Co. contemplates no 
immediate price or advertising 
changes following its agreement 
yesterday to end color film pro- 
cessing practices called monopolis- 
tic by the Department of Justice. 

A Kodak spokesman told AA to- 
day, “It'll be 90 days before any- 
thing happens—six months for 
amateur roll still film, a year for 
amateur movie rolls and 21 months 
for magazine movie film.” 

The company accepted a consent 
judgment yesterday agreeing to 
end the practices opposed by the 
government. Eastman said it had 
not violated the law but was will- 
ing to accept the decree ‘because 
it expects as time goes on the con- 
ditions contemplated by the decree 
relating to the processing of Ko- 
dak’s still color films and color 
prints by outside processors in in- 
creasing amounts will become a 
reality.” 

The company includes the pro- 
cessing charge as part of the price 
of its Kodachrome and Kodacolor 
films, with the user sending the 
exposed film to Eastman for pro- 
cessing without further charge. 


s While the decree opens the way 
for other companies to process 
Kodachrome and Ektachrome, Ek- 
ta type films and Eastman profes- 
sional movie color films are pro- 
cessed by other concerns. 

Eastman’s spokesman estimates 
that 50 or more laboratories han- 
dle Ekta film processing, with no 
licenses required. The company, 
he said, has 15,000 direct dealers 
and 60,000 wholesale dealers. Ekta 
processing is handled by some of 
them on local option. 

Some film processors had been 
offered the Kodachrome know- 
how, the spokesman said, but were 
not interested because the process 
is too complex. Ekta type films, 
easier to process, were the result. 
Eastman has been several steps 
ahead of the government lately, 
with its September announcement 
of Ektachrome in roll film sizes 
and fast Ektachrome in miniature 
sizes, to be available early next 
year. 


HALT KODAK CONTROL 
OF TINT FILM PRICES 


WASHINGTON, Dec. 22—Eastman 
Kodak and the Department of 
Justice have joined in a consent 
decree which requires Eastman to 
give up its control over the pricing 
and processing of color film. 

Filed at the federal district court 
in Buffalo, the order is directed at 
Eastman’s system of selling color 
film for still and motion picture 
cameras at a single price covering 
film, processing, and printing. 

The government contended that 
the plan prevents independent film 
processers from competing for the 
developing business. 

The order prohibits Eastman 
from selling its amateur color film 
with a processing charge included 
in the price, or from otherwise 
tying the price of film to its pro- 
cessing. 

In addition, it required Eastman 
to help others get started in the 
color developing business. Under 
the order, Eastman must sell 
materials for color developing, 
provide manuals and_ technical 
assistance and even invite devel- 
opers to visit its laboratories. 


s A section which prohibits East- 
man from fair trading its Koda- 
color and kodachrome film settles 
two disputes which have lan- 
guished at FTC for several years. 

As far back as 1947, FTC issued 


. 


Last Minute News Flashes 


Daystrom Push Combines ‘Home,’ Home Magazines 


OLEAN, N.Y., Dec. 24—Daystrom Furniture Corp., maker of metal 
dinette furniture, will use color spreads and participations on “Home” 
|(NBC-TV) in 1955. The spreads will run in House Becutiful and Liv- 
ing for Young Homemakers in April and May, with the same books 
| used again in October and November. Twenty participations are sched- 


uled for.the NBC show. N. W. Ayer & Son is the agency. 


Lorillard Sets ‘55 Campaigns; Other Late News 


'e P. Lorillard Co. will launch national advertising toward the end of 
_ January for its Old Gold filter-king cigarets, first introduced in New 
'England in September, and now selling in 14 states. New campaign 
'now being prepared, while concentrating on the filter-kings, will also 
| include Old Gold regular and king-size. Lennen & Newell is the agen- 
‘ey. Lorillard will also mount a strong campaign for its regular and 
king-size Kent cigarets through Young & Rubicam. 

|e Robert A. Billies has joined Anderson & Cairns, New York, as an 
assistant art director. He was formerly in the advertising department 


of American Telephone & Telegraph Co. 


e Edgar J. Buttenheim has been elected chairman of American School 
Publishing Corp. Prentice C. Ford, formerly v.p., succeeds Mr. Butten- 
heim as president. Frank Raymond becomes v.p., and Edwin Wagner, 
secretary-treasurer. The company publishes School Equipment News, 
School Executive and a school annual. 


e John A. Sidebotham has been appointed head art director of Wilson, 
Haight, Welch & Grover, Hartford and New York agency. He has held 
similar positions at C. L. Miller Co., Fletcher D. Richards Inc., Comp- 
ton Advertising and Fuller & Smith & Ross. 


e N. Art Astor, formerly with the Napier Co., has joined the Los An- 
geles office of Headley-Reed Co. as an account executive. 


e Emanuel (Manny) Sacks, Radio Corp. of America and National 
Broadcasting Co. v.p., will divest himself of all responsibilities at RCA- 
Victor after the first of the year; he is general manager of the record- 
ing division. Mr. Sacks reportedly will concentrate on talent relations 
problems at NBC. 


orders holding that Eastman can- 
not fair trade its color films 
because they are not in effective 


Roche, Williams 


competition with similar products. 
Today’s order takes the same 
position. 

In addition, FTC has been split 
over a complaint which contends 
that Eastman, as the owner of 
retail outlets, is precluded from 
fair trading products which it 
sells in competition with inde- 
pendently owned retailers. An FTC 
examiner issued an initial decision 
last June proposing to dismiss this 
complaint, but today’s announce- 
ment from the Justice Department 
says, “Eastman, which sells these 
films at retail through its stores, 
is not entitled to fix prices to be 
charged by other competing re- 
tailers of this merchandise.” 


s Assistant. Attorney General 
Stanley Barnes, chief of the anti- 
trust division, said the setthement 
shows what can be accomplished 
when both sides want to avoid 
long, drawn-out court fights. He 
said Eastman was notified in July 
that the case was pending, and 
the settlement was _ negotiated 
“over the conference table.” 


\Hallicratters Promotes Three 
in Sales Reorganization 
| Hallicrafters Co., Chicago com- 


‘munications, radio and television 


Gets Quick Chill 


as Deepfreeze Moves 


(Continued from Page 1) 
500,000 1955 ad program (AA, 
Nov. 1). Roche, Williams, however, 
will place ads running through 
April. 


® Motor Products stockholders re- 
portedly have a favorable view of 
General Tire’s offer for purchase 
of the company. The rubber com- 
pany, whose affiliates include Mu- 
tual Don Lee Broadcasting Sys- 
tem, has offered one share of Gen- 
eral Tire 5%% preferred (non- 
voting) stock for each 4% shares 
of Motor Products common. 

Each share of Motor Products 
stock now held, thus, would be 
worth about $23.75. It now sells for 
about $22 and has ranged from 
$16.25 to $23.87 on the New York 
Stock Exchange. 


|™ Motor Products, a supplier to 
| the auto industry, is said to have 
been hurt by Chrysler Corp.’s dis- 
;mal sales showing this year. 
_ Changes in top management of 
,|Motor Products are expected to 
| be announced soon, clearing the 
| way for sale of the company. 

Roche, Williams has had the 


‘manufacturer, has reorganized its | Deepfreeze account four years. 
sales operations with the promo- The appliance maker’s announce- 
‘tion of three executives. Michael ment of the agency switch said 
D. Kelly, tv sales manager, has that Walter C. Ayers, Brooke, 
been named director of market-| Smith exec. v.p., “personally will 
‘ing for television and home radio, 'take eharge of the account.” 
‘and William J. Halligan Jr., com-| 
munications sales manager, has 
been appointed director of mar-, 
keting for communications. Both | 
men assume marketing duties for-| 
merly handled by the late Richard | 
A. Graver, a v.p. and director of 
marketing. 
Caleb A. Shera, district sales | 
manager, has been named director 
of distribution for television and 
home radio, a new position. 


Crawley Offers Film Guide 
Crawley Films Ltd., 19 Fairmont 
Ave., Ottawa, Canada, has pub- 
lished a revised edition of its “Di-| . 
rectory of Sources of Free 16mm | & 
'Sponsored Films in Canada,’ first 
ceed tae years ago. Listing | CHARLES J. LEONARD, formerly direc- 
'256 sources of free films, which |'T Of advertising and sales pro- 
| number more than 8,000, the book- |™0tion for Kaiser Motors Corp., 
let is available without charge |has joined the Detroit sales office 
from Crawley. of Outdoor Advertising Inc. 
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SECOND FOR TWO—In the current issue, McCall’s is using a split-run 

cover, with copies distributed in half of the states featuring actress 

Grace Kelly, the remainder a do-it-yourself cartoon. The alternate 

cover is reproduced inside, and readers are asked to vote on cover 

they prefer. McCall’s used a split run cover once before, in March, 

1950, when it had a cover girl on half of the copies and a food 
illustration on the other. 


Current Deals and Offers 


Listed below are a variety of offers made by advertisers in the 
Thursday, Dec. 16 issues of newspapers in ten cities. The ten are wide- 
ly scattered geographically and are used often by advertisers as test 
markets. For that reason, ADVERTISING AGE feels that the offers listed 
here give a fairly representative sample of deals that are being offered 
by advertisers. 

The newspapers used here are the Columbus Dispatch, Portland 
Oregon Journal, Los Angeles Herald Express, San Francisco Call-Bul- 
letin, Deseret News & Salt Lake Telegram, Philadelphia Bulletin, 
Grand Rapids Press, Atlanta Journal, Cincinnati \Times-Star and 
Memphis Press-Scimitar. Since many of these offers are national and 
tend to appear in many of these newspapers on the same day, where 
an offer is listed for the first time all the other cities in which it ap- 
pears are given. These offers are not listed again for the newspapers in 
those cities. 

Product or Store 


Ad Size Offer 


Philadelphia Bulletin 


Allsweet margarine 4x150 Coupon worth 10¢ on a pound pack. Also in 
Salt Lake City and Atlanta. 

Mrs. Filbert’s margarine 3x150 Coupon worth 10¢ on a pound pack. 

Dial Shoe Stores Free Christmas doll with purchase of three 
pairs nylon hosiery. 

Borden’s Instant coffee 2x195 20¢ off on 5-oz. jar. 


Westinghouse Electric Supply 6x225 
Co. 


Free 3-piece Sheffield carving set and 17 Ib. 
turkey with purchase of 21" Westinghouse tv 
set. 

Wear McAn shoes for week, money back if 
dissatisfied. 


Thom McAn: Shoe Stores 5x200 


Deseret News 
Western Furniture Store Half Page 
Sunnybank margarine 4x140 


& Salt Lake Telegram 

Free gift with each purchase. 

Coupon worth 10¢ on pound pack. Also in 
San Francisco and Portland. 

Receive $1 if not satisfied. 


Morton House Date Roll 3x50 


San Francisco Call-Bulletin 


Crescent Jewelers 5x250 Free calendar plate. No purchase necessary. 
Sears, Roebuck & Co. 2x140 Come in for free shave with Schick electric 
shaver. 

Best Foods salad oil 5x200 Coupon on label worth 15¢ on pound of Nucoa 
margarine. 

Hudson Co. Jewelers 2x100 Buy diamond wedding ring pair for $29.50, get 


jeweled watch with diamonds free. 


Los Angeles Herald Express 


Hudson Co. Jewelers 2x100 Buy diamond wedding ring pair for $29.50, get 
jeweled watch with diamonds free. 

Dorn's appliance store Page Free American Flyer electric train set with 
purchase Westinghouse Consolette tv set. 

Goodyear stores 4x250 Free $19.95 storage chest with purchase of 
Eureka vacuum cleaner. 

Wish-Bone Italian salad 2x65 Second bottle for l¢ introductory offer. 


dressing 


Portland Oregon Journal 


Sleep EZ Mattress Co. 4x210 Free doll with purchase of bed set. 


Columbus Dispatch 
Gold’s Department Drug Store 2x50 Free electric polisher and drill set with pur- 
chase of RCA Estate gas range. 


Bow and Arrow Bargain 5x270 Free candy and gifts for the kiddies. 
Mart 
Isaly’s Dairy store 5x210 Free ice cream cone with each purchase on 
opening day. 
Cloverbloom ‘99 margarine 5x200 Coupon worth 10¢ on pound pack. Also in 
Atlanta. 


Grand Rapids Press 

6x300 Buy package of Fluffy plus Betty Crocker, 
Duncan Hines or Swans Down cake mix. Bake 
cake. Write letter. Money for frosting and cake 
mixes will be refunded. 

3x300 Come in for free shave with Remington ‘66"’ 
electric shaver. 

Spread Customline 1955 Ford given away Jan. 15. 


7-Minit Fluffy frosting 


Fox’s Jewelers 


A&P Super Markets 


Cincinnati Times-Star 

8x280 Free bottle of cream soda with purchase of 
pint of vanilla ice cream. 

6x250 Free diamond wrist watch with purchase of 
diamond ring at $99.50. Also, free walking doll 
or table lamp with any $30 purchase. 


Parkview Markets 


Mayror's Jewelers 


Memphis Press-Scimitar 
7x315 Coupon and $2 purchase worth free 5 Ib. bag 
of sugar. j 
Spread Free wrought iron legs with purchase of tv set. 


Atlanta Journal 
All deals and offers in this paper absorbed in previous listings. 


Food Center 


Western Auto Stores 
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THe ADVERTISING MARKET PLACE 


Eph Adv. 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. 
preceding publication date. 
column inch, Regular card discounts, 


HELP WANTED 


Add two lines for box number. Deadline Wednesday noon 5 days 
Display classified takes card rate of $14.50 per 


size and frequency, apply on display. 


POSITIONS WANTED 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. HA 7-1991 Chicago 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


PRINTING PRODUCTION CLERK & 
STENOGRAPHER; check copy, artwork, 
engravings, proofs, dummy layouts, de- 
liveries. Handle own production corre- 
spondence & phone calls between out-of- 
town factory, N. Y. sales office, & cus- 
tomers. Must have at least 3 YEARS fast, 
accurate, RECENT STENOGRAPHIC EX- 
PERIENCE for sales manager’s DICTA- 
TION. Location: Grand Central zone. 
Start Jan. 10. Salary open. Write. 
Box 7236, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


ADVERTISING PLACEMENTS 
BOB CRAIG 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI 6-1155 


Retail Mail Order firm needs services of 
man or woman experienced in catalogue 
paste-up. Must be capable of handling 
artwork for gravure catalogue and ads. 
Write fully, including previous experience. 
Box 7238, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SALESMAN 
Productively employed New York City; 
25 years resultful experience business and 
consumer media, seeks new publishing 
connection in 1955. Minimum annual com- 
pensation: $10,000. 

Box 7239, ADVERTISING AGE 
480 Lexington Ave. 
ARTIST ART DIRECTOR. One man dept. 
Idea to rough to finish. Hundreds of pub- 
lished samples - Advertising, Editorial, 
Direct Mail, Record Covers, Book Jackets, 
Cartoons, Spots Production, Typography. 
Telephone in N. Y. FLushing 3-8133. 
WRITER-CREATIVE SUPERVISOR 
Sharp, fast, reasonable, 35. Expd all 
phases most types accts. 
Box 7237, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PHOTOGRAPHER, commercial, indus- 
trial, 13 years experience, at present part- 
ner manager. Desire change, resume on 
request. Box 7240, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 


Well established Mid-West Rep. with Chi- 
cago office needs one or two additional 
trade papers. Excellent references. 

Box 7233, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


BARNARD’S ALERT EMP. SYSTEM 
NATIONWIDE 


BE SURE AT BARNARD’S 
Art Publ’g Research 
WA 2-2306 202 S. State Chicago 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


CREATIVE WRITER 


Big city advertising agency (not 
New York) has a fine opening for 
the right writer on consumer prod- 
ucts. Plenty of opportunity for good 
creative work. Top grade clients. 
Unusual growth. opportunities. Hap- 
34 shop. ane salary open to 
10,000. In your letter tell us why 
you should get it. 
Box 195 ADVERTISING AGE 

480 Lexington Ave., N. Y. 17, N. Y 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service. 
Betty Clem 
DRAKE PERSONNEL, INC. 
Suite 1009 
7 W. Madison * Financial 6-2100 * Chicago 2, Ill. 


Opportunity In Southwest For 
ACCOUNT EXECUTIVE... 
with BEER EXPERIENCE 


If you are between the age of 
35-45, and if you have a solid 
background in beer advertising 
and merchandising, plus proved 
administrative ability, one of 
the South’s oldest and largest 
AAAA agencies offers you an 
opportunity of exceptional val- 
ue; an opportunity to head up 
an established branch operation 
at an attractive salary, with a 
splendid potential, in one of the 
South’s most romantic cities. 
Address Box 193, ADVERTISING 
AGE, 200 East Illinois Street, Chi- 
cago 11, Illinois, giving full back- 
ground data, experience, and sal- 
ary range; also please include 
photo. 


DIRECT MAIL 
COPYWRITER 


Leading Chicago mail organiza- 
tion seeks top notch copywriter 
with executive ability to service 
its accounts. Must have mini- 
mum of ten years’ experience 
creating and writing varied mul- 
ti-million mailings for book 
clubs, magazines or other large 
users. Salary up to $25,000 per 
annum. Replies will be held in 
strictest confidence. 


Write Box 199 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


FOR POTENTIAL MARKET, to publish 
non compet. Trade Paper, qualified idea 
man seeks financing associates. 

A. Kemeny, 2134 Summit, St. Paul, Minn. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


MEDICAL PUBLICATION 


Once-in-a-lifetime opportunity for a pro- 
gressive publisher to acquire half or com- 
plete interest in one of most popular 
monthly medical periodicals. All person- 
nel will remain for continuous, smooth 
operation. Other interests make this ac- 
tion necessary. Information exchanged in 
strictest of confidence with financially 
responsib'e principals only. 
Box 200 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntraf 6-5670 


BIRCH 
* 
Executive 


Placement 
Counselors 


5 In 1 Offer 


For Busy Executive in Chicago 


« Copywriter « Secretary 
« Client Contact « Public Speaker 

¢ Detail Follow-Through 
Ten years’ agency, public relations and 
film experience (plus college degree), this 
young lady is available as versatile as- 
sistant to executive of stature in the 
agency or related fields. ° 

ADVERTISING A 


Box GE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING 
SPACE SALESMEN 


Publisher of group of newspapers 
wants salesmen for major market 
cities. Experience in selling ad- 
vertising space to national ac- 
counts and agencies desirable. 
Generous salary to qualified men 
hired. Send complete information, 
including experience and current 
earnings to Box 196, ADVERTIS- 
ING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


AD CONTACT MAN 
WANTED 
by Mich. Ave. Agency 


| 

| 

| 

| 

| 

| If you have soid, serviced and now con- 

| tact industrial or consumer advertising 

| accounts, there is a valuable spot for you 

| with a 25 year old agency whose clients 

| are all top successes in their respective 
fields. All accounts here are nationally 

known for their aggressive merchandising 

| 

| 

| 

| 

| 

| 

| 

! 


5 to 25 years. Our principals can’t handle 
more contacts personally, but we have 
room for another experienced executive, 
like ourselves, on an attractive income 
plan. We are fully accredited in all 
media, work in modern, air-conditioned 
offices in Chicago and New York. Write 
in strictest confidence. 


ADVERTISING AGE 
Box 198 


Chicago 11, ll. 


New York 17, N. Y.7 


Business Paper Success Story ... 


New York, Dec. 22—Business' 
paper ads built around case his- 
tories are excellent vehicles for 


‘spreading information on how to 


use a product, Revere Copper &. 
Brass Inc. has found. 

For several years Revere has, 
done a comprehensive promotional 
job for its building materials made | 


color spreads carry the how-it-| 
works story to architects, builders, | 
contractors and _ distributors 


30 publications. 


story calculated to impress the ex-| 
perts whom Revere aims to in- | 
fluence. Photographs of buildings, 


campaign. 
a Listing names 


volved in the construction project | 


the copy. 
Revere has good reasons for) 
giving the construction market 
careful attention: A single large 
building may use thousands of 
pounds of copper and its alloys 
in roofing, flashing, wiring, piping, 
etc. Small homes, too, use con-!| 
siderable amounts of the metals, 
especially when a_ builder uses 
copper tubing for radiant heating. | 
Also, publicizing projects that. 
use Revere products adds incen-| 
tive to salesmen, who understand- 
ably like to see the results of their 
work appear in print. 
| 

# Revere’s building material cam-| 
paign is headed by N. A. Schuele, 
advertising manager, Don. F. Hag- | 
gerty, his assistant, and Edward) 
Bozoroth, St. Georges & Keyes. 


signed to the account. 
“Of course, it takes a good deal! 


ter of many months before a 
building for which Revere copper | 
was specified is actually finished, | 
and six months often pass before 
a piece of copy can be developed | 
from the time when the building. 
is ‘nominated’.” | 

Salesmen, he said, often suggest | 
buildings as possible ad subjects, 
but sometimes the structures lack | 
the features needed to fit into 
Revere’s ad plans. 

“However, that is one good in-| 
dication of the interest which the | 
sales force and distributors take 
in the campaign,” Mr. Schuele 
said. “The choice of the job to be 
featured is always a matter of 
careful selection, and we keep 
quite a number of job files going.” 


= An important part of Revere’s 
sales program in the building 


WANTED: PRODUCTION MANAGER 


For metal sign plant doing nation-wide 
business. Must experienced in silk- 
screen work and lithographing on metal.: 
Want responsible, middle-aged man who 
is seeking a permanent position where’ 
he can grow financially with the business. 
Give full details, age, experience, salary 
expected. Send photo—(snapshot will do). 
Box 189, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


“Our 44th Year” 
IS THIS FOR YOU? 


ADV. MGR., Brewery. $1,000,000 budg. 

15,000 
CREATIVE DIR., Foods, 4-A agcy. $15,000 
ACCT. EXEC., PUBL. RELAT., ART DIR., 
CREATIVE COPY, MEDIA DIR. $10,000- 


$15,000 
GLADER CORPORATION 


“The Agency’s Agency”’ 
Stanley D. Koch, D 
. Dearborn 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
programs—all have been with us from | 
| 
| 
| 
| 
| 
| 
I 
| 
| 
| 
| 


; 200 E. Illinois St. 
| 
' 


Case Histories Help Spread Revere's 
‘How-to-Use-It’ Story to Builders = z 


of copper and its alloys. Pages and | mented, 


of use a copper product. While these 
building materials, through some/men do not take sales orders and 
‘are not considered part of the 
The case-history approach has sales force, their recommendations 
been found well suited to a selling’) make them an important part of 


often feature the same “Copper 
plus drawings and diagrams show-| Where It Counts” theme of archi- 
ing the places where Revere prod- tectural-construction case history . 
ucts are used, are the base of the copy. Sheet metal books also carry iq 


of architects, “tells architects, builders and en-| 
contractors and _ distributors in- | gineers the many advantages ot Cost Aspects of 


adds a personal note to the other- | per...thus promoting the use of 
wise technical lecture comprising more copper, the metal you prefer) 
‘to work with.” 


< Asn ae eiggEEE nee 


market, where distribution is cun- 
centrated in sheet metal dealers, 
is the technical advisory service. 
Staffed by experienced men— 
many with architectural or engi- 
neering degrees—tech _ service 
knows the best way to use the best 
material for a particular purpose. 

As a company official com- 
tech service men are 
qualified to get into work clothes 
and show a contractor just how to 


COUNTING HIGH—This Revere ad, 
which ran last March, shows where 
25,000 lbs. of copper was used atop 
the Continental Can Bldg., New 
York, because the metal routing 
doesn’t “rust, chip or break off.” 


the distribution machinery. 
Ads in sheet metal publications 


copy pointing out that Revere’s| ° 
ad program in other publications ANA Book Details 


specifying enduring Revere cop- 


Industrial Movies 


| New York, Dec. 
/men who have been wondering 
‘about the costs of producing and 


110 S CE 6-5353 Chicago 


s Revere has found that dealers 
and architects who specify its 
products are very cooperative in 
providing leads for ad subjects— 
especially where their names are 
mentioned in the copy. The sales 
force also likes the campaign be- 
cause it not only is intended to 
attract new customers, but makes 
it easy to get additional business 
from sources whose buildings are 
featured in ads. 

Revere’s media list blankets the 
fields it intends to influence and 
is composed of the following pub- 
lications: 

Air Conditioning & Refrigera- 


distributing films for advertising 
or public relations purposes now 
have the answers available. 

A 128-page book, “The Dollars 


,and Sense of Business Films,” just 


published by the Assn. of National 
Advertisers, sets forth summaries 
of the experiences of the makers 
of 157 non-theatrical films repre- 
senting a total investment of $12,- 
000,000. 

| In a series of graphic three- 
color illustrated pages and in 42 
detailed tables, the study demon- 
strates that: 

| 1. The typical company spends 
only 4.6¢ to obtain an average of 


tion News, American Artisan, 26 minutes of a viewer’s time. 
American Builder, Architectural 2. The average film has a life 
Forum, Architectural Record, of at least five years. 


Inc., New York, agency man as- | Commercial Refrigeration & Air| 


Conditioning, Contractors’ Regis- 
ter, Domestic Engineering, Heat- 


saler, House & Home, Municipal 
Index, Official Bulletin of the 
Heating, Piping & Air Condition- 
ing Contractors’ National Assn., 
Plumbing & Heating Business, 
Plumbing & Heating Journal, 
Plumbing & Heating Wholesaler, 
Practical Builder, Progressive Ar- 
chitecture, Sheet Metal Contrac- 
tor, Sheet Metal Worker, Snips, 
Sweet’s Catalog Service and Wa- 
terworks Manual. 


U. S. Plywood to Purchase 
Mengel Co. Stock 


The boards of directors of U. 3. 
Plywood Corp., New York, and 
Mengel Co., Louisville, have ap- 
proved a transaction whereby 
Mengel will sell its stock interest 
in U. S.-Mengel Plywoods Inc. to 
U. S. Plywood in exchange for 
common stock of the latter. The 
transaction will make U. S. Ply- 
wood sole owner of VU. S.-Mengel 
Plywoods, now 50% owned by 
each corporation. 

The acquisition, eliminating in- 
ter-company sales, is expected to 
increase U. S. Plywood’s sales by 
approximately $15,000,000 a year. 
Mengel will continue to supply 
U. S. Plywood and U. S.-Mengel 
with doors and other products. 


ABC-TV Adds 4 Stations 
American Broadcasting Co. has 
signed four more television affili- 
ates. They are KXLF-TV, Butte, 
Mont.; WSAU-TV, Wausau, Wis.; 
KREM-TV, Spokane, Wash., and 
WTVN-TV, Columbus, O. 


3. When a film is in circulation 
| for more than ten years, the cost- 
/per-viewer may drop as low as 


of investigation and preparation|jing, Piping & Air Conditioning, %¢. 
to work up the material for a piece| Heating & Ventilating, Heating, | 
of copy of this kind,’ Mr. Schuele Ventilating & Air Conditioning audience of 276,036 persons in a 
told AA. “Sometimes it is a mat-| Guide, Home Comforts Whole-' year. 


4. An average film can reach an 


. The survey was conducted by 
;an ANA films steering committee 
of 15 members, headed by John 
'Flory, non-theatrical films advisor 
for Eastman Kodak Co., Roches- 
‘ter. He presented an illustrated 
‘preview of the book at the ANA 
annual meeting Nov. 8 and again 
at the eastern conference of Amer- 
ican Assn. of Advertising Agen- 
‘cies Nov. 23 (AA, Nov. 29). 

| In the book’s foreword, Mr. 
Flory says, “With around 500,000 
/16mm sound projectors now avail- 
able in this country...the non- 
theatrical film has become an im- 
/portant tool for management in 
communicating with the public... 
‘That the business-sponsored film 
is now a widely used advertising 
and public relations medium is 
_attested by the fact that 86,000,000 
|viewers have already seen 46 of 
the films included in this study.” 
| The volume notes that color 
films are favored over b&w by 
‘nearly four to one, that median 
'running-time of those films sur- 
/veyed is 26 minutes, that 99.4% 
,are sound films and that 95% are 
| 16mm. 

Production costs of the movies 
studied ran from $1,732 up to 
$426,000, with a median cost of 
$25,800. Average cost-per-viewer 
was 4.6¢ per person, while one 
film, shown to 21,000,000 viewers, 
cost its producer only 0.4¢ for each 
person to whom it was shown. 

The hard-cover book is available 
at $5.00 a copy from the associa- 


tion at 285 Madison Ave. 


t 
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Selling to Institutions... 


Catering to Customers’ Needs Builds 
Big Institutional Line for Gumpert 


JERSEY City, Dec. 21—Sixty-two 
years ago S. Gumpert Co. started 
in business with a small line of 
food specialties, designed for ready 
use in kitchens where food for 
many people had to be prepared. 

One of the earliest and most 
widely advertised items in the line, 
for example, was an easy-to-pre- 
pare chocolate pudding. The com- 
pany now has approximately 300 
items in its steadily increasing list 
of special products which it has 
developed for institutions, as well 
as 330 more in the bakery field and 
270 in the ice-cream field. 

Some idea of the present extent 
of the Gumpert line may be gath- 
ered from the items listed in its 
advertising. These include beef 
base, chicken base, onion soup, 
spaghetti sauce, cake mixes, chif- 
fon pie filling, gelatine desserts, 
puddings, peach puree, double- 
Dutch chocolate, concentrated but- 
terscotch, strawberry puree, black 
raspberry puree, orange pineapple, 
nut products, vanillas, etc. 


= To produce and store these prod- 
ucts in the volume now handled, 
the company has a plant occupy- 
ing 150,000 sq. ft. in the vast Lack- 
awanna Terminal in Jersey City, 
as well as a number of strategical- 
ly-located branch plants and ware- 
houses. An _ intensively trained 
force of 300 salesmen covers the 
country thoroughly, keeping the 
thousands of customers and poten- 
tial customers informed about the 
line and meeting their needs. 

Howard Janover, exec. v.p. of 
the company at the Jersey City 
headquarters, has general charge 
of the advertising, which has been 
handled for over 32 years by Rose- 
Martin Inc., New York, where Ir] 
W. Rose II is v.p. and account ex- 
ecutive. As Mr. Rose pointed out 
to. ADVERTISING AGE: 


a “The company has built its ex- 
tensive business on the basic idea 
that carefully tested and prepared 
food products sold in packaged 
units to suit the needs of kitchens 
where large numbers of people are 
served would meet a real demand. 
This proved correct from the be- 
ginning, and the development of 
the Gumpert line, with volume 
which has grown to considerable 
dimensions, has followed the origi- 
nal plan, so that the comparatively 
few items once sold to institutions 
are now more than 300. 

“In addition, many of the bak- 
ery and ice-cream specialties also 
appeal to institutions. Of course it 
is true that in recent years the 
value of the expertly prepared 


package for mass feeding has been 
greatly emphasized by the increas- 
ing cost of all sorts of work in the 
big kitchen; and this has undoubt- 


edly helped in building Gumpert} 


volume.” 

A glance at the list of some of 
the Gumpert products sold to in- 
stitutions and to bakery and ice- 
cream plants reveals the fact that 
this leading food manufacturer, 
serving the places where food is 


prepared in quantity, does not han-| *= =" 


dle the lines on which some other 
companies serving this market 
have built their business, such as 
tea and coffee, and canned fruits 
and vegetables (the principal items 
common to the Gumpert line and 
to some others is a wide variety of 
soups). 


@ The characteristic of Gumpert 
products, growing out of the ori- 
ginal idea, is painstaking product 
development by a highly-trained 
technical staff for the purpose of 
reaching the ultimate consumer, 
whether a hospital patient, a stu- 
dent or a restaurant customer, with 
maximum taste appeal, after a 
minimum of time, labor and waste 
in the kitchen. 

The cost per serving is always 
kept in mind, a company execu- 
tive emphasized, in order to help 
the quantity-feeding customer to 
maintain his profit margin—or (in 


the case of the hospital) to reduce | © 


his deficit—and at the same tune 
to offer wholesome and appetizing 
food in wide variety. Every pack- 
age, whether a 32-oz. can of cnion 
soup or a five-gallon pail of cnoco- 
late fudge icing, carries on the 
label not only careful directions 
on how to prepare the dishes for 
which the product is designed, but 
the exact number of portions 
which the package will provide. 
These and other well tested prod- 
ucts of the company, underlined 
in its sales appeal and its advertis- 
ing, have obviously worked vcry 
well. A typical slant on the Gum- 
pert story is this, as a piece of its 
full-page color copy puts It: 


a “ ‘Hidden’ profit-leaks in a res- 
taurant’s kitchen can drive a lot 
of customers out of its dining- 
room. That often happens when 
operators cut quality, reduce vari- 
ety and stint on portions to offset 
spoilage losses, waste, extrava- 
gance and excessive preparation 
costs. 

“There’s a better way to meet 
these problems—a way that builds 
customer satisfaction. This way, 
you give your customers outstand- 


ing quality, value and variety. At 


With 1049 ft. tower and 100,000 watts max- 
imum power WTAR-TV covers 459,000 families 
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SHOW-THROUGH—This ad is one of 
a series by S. Gumpert Co., based 
on the theme of important “acci- 


dental” discoveries—this one Ro- 

entgen’s uncovering of the x-ray. 

Rose-Martin, New York, is the 
Gumpert agency. 


the same time, you assure adequate 
profit margins by keeping prepara- 
tion costs under automatic control, 
eliminating needless waste, spoil- 
age and other profit-eaters. This 
is the Gumpert way...” 

That is actually the whole Gum- 


pert story, which has been getting 
across to the institutional feeding 
groups in actual practice and cx- 
perience for so long that buyers 
in these areas dre pretty fainiliar 
with it and know they can trust 
it. Magazine as well as direct-mail 
advertising, and exhibits at the 
principal meetings of the institu- 


»|tional groups, help to keep things 


moving satisfactorily. Incidentally. 
the sales force is not only thor- 
oughly trained in the proper way 


'|to prepare each item in the kitch- 


en—because Gumpert salesmen sell 
by demonstration—but come back 
for refresher courses from time to 


~ |time. 


® A Gumpert policy to use cnly 


-} | back covers in its magazine adver- 
*j|tising has been followed for a 


number of years, with results 


47 


which the company regards as 
satisfactory, producing a high de- 
gree of attention value and other- 
wise emphasizing prominence. 
Aside from the journals in the 
bakery, ice-cream and other fields 
where Gumpert products are soid, 
the list in the institutional field 
proper includes American Restau- 
rant, International Steward, Mod- 
ern Hospital, Nation’s Schools and 
Restaurant Management. 


JUST ASK FOR MARIE: \ 
Call WAbash 2-8655 and ask for 


Mane Maize on your next multi- 
graph, mimeograph, addressing or 


mailings job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of expenenced personnel, charges 
always in-line. THE LETTER SHOP,: 
Inc., 431 S. Dearborn, St., Chicaro's. 


Now in our 25th successful year.) 


"PLUS SMALL COST 
OF REPRODUCING YOUR ART 


MAKE YOUR CLIENTS BUDGET HAPPY with 


ANIMATED — 
TV SLIDES ON_FILMAQ\e 


Why use STILL SLIDES when you can get action — zooms, 
flashes, wipes, etc., at this low price 


10 SECONDS $10 Fy 


123 So. Wabash, Chicago, Ill. 


Send For A 
Sample Reel Today 


read Ad Age as carefully as 


be immediately helpful to 


Please 


Name 


“Several years ago I found that I just 
didn’t have time enough at the office to 


so I formed the habit of skimming through 
AA every Monday morning at the office 
for a quick flash of the news that would 


then reading AA leisurely and completely 
at home every Monday night. 


“This has been richly-rewarding. In no 
other way could I keep so completely in- 
formed on everything important that’s 
happening in advertising and selling; in 


rate and send me free a copy 


I wanted to— 


ing Age!” 


me... and 


full year of 52 


FREE HANDBOOK 


Advertising Age, Dept. D27, 
200 E. Illinois St., Chicago 11, Illinois 


enter my 1 year subscription to Advertising Age at the regular $3 
of “These Ads I Like” by Fairfax Cone. 


no other way could I get so much helpful 
information, ideas and inspiration. 


“I would never want to be without a 
home-delivered subscription to Advertis- 


How about it? Want to try Bob Singer’s for- 
mula for getting the most out of Ad Age? Just 
fill out and mail the coupon below and start 
enjoying relaxed reading of AA for the next 


subscription includes a free copy of the val- 
uable handbook, “These Ads I Like,” a com- 
pilation of advertising campaigns reviewed 
for Advertising Age by Fairfax Cone, Presi- 
dent of Foote, Cone & Belding. 


issues for only $3. Your home 


Firm. 


O 
City 


ft Rasee os ' Address_ 


ce 


(0 $3 enclosed 


Zone___.. State- 
C) Bill me later 
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**Everybody in town turned out to see our SPORTS 
ILLUSTRATED window this week. The whole 
SPORTS ILLUSTRATED promotion is a tremen- 
dous success.” 


Eleanor Lyons, Advertising Director 
Roos BROTHERS, San Francisco 


*¢Country life, country clothes are a definite fashion 
and I should know because I have dressed the 
leading sportswomen of Delaware for years. I 
love your magazine and believe it will be a great 
service and a force in education and an influence 
upon youth in this country. There is a need for 
your magazine.” 


Mrs. M. W. Speakman, President 
BIRD-SPEAKMAN Co., INC., Wilmington 


**As an ardent tennis fan who plays with more con- 
viction than style—as a retailer and as a woman 
interested in fashion—and as one who generally 
likes to be posted on the highlights of the sports 
world, I find your magazine has a triple appeal 
for me.” 


Edith Grimm, Consultant to Management 
CARSON-PIRIE-ScoTT & Co., Chicago 


¢¢Never before has a new publication seemed so cer- 
tain of winning overnight the hearts of a whole 
nation. The only wonder is that we did so long 
without a SPORTS ILLUSTRATED.” 


WALLACH'S, New York 


‘¢What you are working on is really something. It 
isn’t at all hard-to envision the inception of a mag- 
azine that, from my inexperienced viewpoint, has 
more possibilities than any that have been 
launched for a good long time.” 


J. C. MacNeil 
MACNEIL & Moore, Milwaukee 


‘¢Sports are for women as well as men, and I like the 
way you cover both. Your magazine helps women 
to be better informed not only on sports, but the 
whole life that surrounds them. Sportswear is the 
fastest growing group of departments in every 
store. I know that we here at Halle’s are grateful 
for anything that calls attention to the places and 
occasions on which sportswear is worn. SPORTS 
ILLUSTRATED does both beautifully.” 


Marjorie Reich, Fashion Director 
HALLE BROTHERS, Cleveland 


‘Since the first issue of SPORTS ILLUSTRATED, 


we have followed your skilfully conducted mer- 
chandising program with considerable interest. 
The pictorial and editorial coverage is excellent 
and your issues to date definitely indicate that a 
weekly sports magazine has a firm place in the 
publishing field.” 


William M. Manley, Merchandising Manager 
ATHLETIC SUPPLY COMPANY, Seattle 


‘*We have enjoyed a very excellent back-to-school 


and sportswear business this season, and there is 


no question in my mind that the tie up with your © 


magazine gave our sales an added boost.” 


Colan McKinnon, Publicity Dir ector 
LIPMAN WOLFE & Co., Portland, Oregon 


‘¢We had another promotion on at the time and cus- 


tomers paid more attention to the SPORTS IL- 
LUSTRATED material than to ours. I think your 
magazine is great. I keep learning things from it.” 


Kenneth K. Osman, Sales Manager 
O. & O. SPORTING Goons, Rochester, Minn. 


*SSPORTS ILLUSTRATED has such appeal... 


there’s something in it for everyone. And SPORTS 
ILLUSTRATED is of great value to retailers. The 
‘Jockey Silks’ promotion brought us more action 
in our young sportswear department than we’ve 
had in two years. Los Angeles tripled its normal 
sportswear sales for the week. Beverly Hills turned 
in a month’s worth of business the second day of 
the promotion.”’ 


John Brunelle, Sportswear Buyer 
I. MAGNIN, Los Angeles 


‘*I guess it’s pretty obvious why we tie in with 


SPORTS ILLUSTRATED. We got a lot of response 
on the first Pedwin ad, and have done just as well 


on the currently advertised model. With our win- 


dow display and this shoe with a copy of SPORTS 
ILLUSTRATED, we've sold them all and had to 
re-order. This time I re-ordered in advance so I 
wouldn’t be sold out again! SPORTS ILLUS- 
TRATED is really doing a job for me.”’ 


Ed Murray, Men’s Shoe Buyer 
STONE SHOE STORE, Cleveland 


W. W. Holman, Advertising Director, SPORTS ILLUSTRATED, 9 Rockefeller Piaza, New York 20, N.Y. 


oe es 


say: 


‘*You have started what we sportsmen have needed 


for a very long time. And every copy is even 
better than the previous issue.” 


Frank W. Vogt, Owner 
VoctT Bros. Sporting Goods, Effingham, III. 


‘*This magazine fills a definite need. Most young ex- 


ecutives like sports, a good many of them being 
former athletes in college. Their need to maintain 
that interest is filled completely by this maga- 
zine. Not only does SPORTS ILLUSTRATED ap- 
peal to the men, but I notice the feminine mem- 
bers of the household also enjoy it.” 


John F. Glick, General Manager 
J. W. RoBINSON Co., Beverly Hills 


‘¢After waiting to comment on SPORTS ILLUS- 


TRATED until several issues had been published, 
I can say without reservation that it measured up 
to my fondest expectations.” 


Arthur Madison, Vice-President 
JuLtius GARFINCKEL Co., Washington 


‘¢In my humble opinion, SPORTS ILLUSTRATED is 


doing more for the sporting goods industry than 
any publication in print today.” 


Link Piazzo, Partner 
THE SPORTSMAN, Reno 
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